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Rough Proofs 


The country has been waiting for 
some great new idea to come along 
and sweep the depression off the map, 
and at last it’s arrived—the jig-saw 
puzzle industry. 
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Those who dislike puns may as 
well prepare themselves for a deluge 
of witticisms based on the issuance 
of Woodin money by the new secre- 
tary of the treasury. 


vgy¥$eeegy’ 
A New York University study re- 
veals that house-to-house selling is 
both “expensive and_ ineffective.” 


This is going to be bad news for 
Fuller Brush and Realsilk. 
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The experts are wondering whether 
the new cigarette price-cuts will 
leave a margin for advertising. All 
the stockholders have to wonder 
about is whether they will leave a 
margin for dividends. 
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“Your skin is veiled in a beauty 
that is free, for hours, of distracting 
sheen.” 

In other words, 
isn’t shiny. 


lady, your nose 
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The February issue of the Detroit 
Adcrafter, which reproduced the 
beautiful oil painting, “Portrait of a 
Young Woman,” demonstrated that 
Michiganders appreciate art, or some- 
thing. 
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The same advertising agency, C. L. 
Reisner reports, has served the De- 
Laval Separator Company for forty- 
two years. Evidently no other agency 
has learned how to work the separa- 
tor. 
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Financial difficulties all over the 
country had been causing a lot of 
hardships, but most of the disagree- 
able features have been eliminated 
by the use of these very friendly re- 
ceiverships. 
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“Inland Publishers to 
paper Problems.” 

They would probably resent the 
suggestion that they are inclining 
toward the radio. 


Air News- 
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If radio stars, as reported, are 
building up studio claques, as the 
opera singers used to do, one marked 
difference is assured: the _ radio 
claques are working for nothing. 
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“Forget every prune you have ever 
tasted.” 

That’s pretty hard to do, with two 
prune advertising campaigns run- 
ning at the same time. 
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“St. Louis Women Speak.” 
Is that news? 
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With a new president on the job, 
the baseball training season begun 
and a world’s fair just around the 
corner, 1933 is doing its best to keep 
you interested. 
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The better business bureaus are 
now insisting that fur coats made of 
Hudson seal be revealed as the con- 
tributions of the lowly musk-rat. The 
realists in advertising seem intent 
on destroying one beautiful illusion 
after another. 

Copy Cus. 


SCHEME TO FIND 
CIRCULATION OF 
RADIO OUTLINED 


Broadcasters Seek Help of 
Advertisers 


New York, Feb. 23.—That the 
measure of radio station “circula- 
tion” is essentially the measure of 


A. J. McCosker 


station effectiveness as determined 
by comparative analyses of sales and 
inquiries produced from broadcasts 
is the opinion expressed by A. J. Mc- 
Cosker, managing director of WOR, 
Newark, N. J., and president of Na- 
tional Association of Broadcasters, 
who joined with other station execu- 
tives in discussing practical methods 
of setting up an independent agency 
to assemble and analyze performance 
data on radio stations following the 
report in last week’s ADVERTISING 
AGE on the interest in such a plan. 

The broadcasters have indicated 
they will be willing to assume the 
cost of operating a bureau to func- 
tion for radio as the Audit Bureau 
of Circulations does for publications, 
providing national radio advertisers 
and agencies cooperate by releasing 
standardized station performance re- 
ports to the bureau. Average figures 
thus obtained, when compared with 
rates and other factors, would estab- 
lish definite ratings for competitive 
stations. 

The broadcasters who have thus 
far expressed themselves have de- 
clared it is immaterial to them un- 
der whose sponsorship the work is 
earried on, providing the agency is 
unbiased and competent. The Amer- 
ican Association of Advertising Agen- 
cies, and the Audit Bureau of Circu- 
lations were most frequently men- 
tioned in this connection. 


Too Complicated Now 


That radio station surveys have 
been unnecessarily complicated and 
confusing was the first fact pointed 
cut by Walter J. Neff, assistant di- 
rector of sales of WOR, who has 
represented that station in informal 
discussions of the central clearing 
house idea. 

“There are only two factors that 
govern a station’s coverage,” he said. 
“One is reception, the other popular- 
ity. 

“The first step is to determine a 
station’s coverage. This can be done 

(Continued on Page 8) 


Kelvinator Starts 
4-Month Drive of 


Record Proportions 


Detroit, Mich., Feb. 23.—A nation- 
wide spring showing, heralded by 
the strongest advertising bid for 
business the corporation has ever 
made, will introduce, throughout 
March, Kelvinator Corporation’s new 
line of refrigerators for 1933. 

Striking color copy in six national 
magazines, large space in more than 
1,100 newspapers, and five times as 
many outdoor boards as used during 
the same period last year, will be 
the basis of the drive. 

These, supplemented by formal in- 
vitations, special window displays, 
street banners, tire covers and other 
material, will go into the advertising 
shrapnel that will burst upon the 
household refrigeration field with 
the force of the largest appropria- 
tion ever wielded by the corpora- 
tion. 

In addition, the most extensive 
trade and vocational publication 
schedule in the company’s history 
will announce Kelvinator’s commer- 
cial models to the business world. 

Brooke, Smith & French, Inc., De- 
troit agency which for several years 
has been placing Kelvinator’s na- 
tional magazine and newspaper ad- 
vertising, has been awarded the out- 
door contract, and will direct the 
campaign in that field as well as in 
the others. 


Four Drives in One 


The spring showing will mark the 
beginning of a four-month drive, 
designated to dealers in advance 
literature as a “Four-In-One Cam- 
paign,” a designation which ties-in 
not only with a new advertising 
theme of “4 Refrigerators in 1,” 
which copy will feature, but with the 
idea of four campaigns in one. Dur- 
ing each of the first three months a 
“campaign within a campaign” will 
be aggressively waged, prior to a 
prospect clean-up drive set for the 
field organization during June. 

March copy in all national media 
will show four attractive page girls, 
garbed in natty uniforms, each bear- 
ing a card upon which is emblazoned 
an invitation to visit the spring 
showing. Outdoor boards will prom- 
inently mention the name of the 
nearest local dealer. 

Without detracting from the pic- 
torial quality of the advertisement, 
first magazine copy will briefly, and 


in small type, explain the “4 Re- 
frigerators in 1.” 

“Kelvinator alone has 4 separate 
temperatures at the same time—each 
serving a different purpose — each 
fully automatic—each necessary for 
complete refrigeration. No dials to 
set. Nothing to remember or for- 
get.” 

The national magazines to be used 
in the drive include Saturday Eve- 
ning Post, Good Housekeeping, Col- 
lier’s, Christian Herald, Ladies Home 
Journal and McCall's. 

Additional coverage will be ob- 
tained by mailing an eight-page tab- 
loid magazine, the “Illustrated Home 
News,” to every wired home within 
the dealer territories. The maga- 
zine, which. will bear the dealer im- 
print, tells the refrigerator story by 
means of photographs. A new color- 
gravure printing process, whereby 
although only two colors are actu- 
ally employed, the final effect is that 
of many colors and _ intervening 
shades, is being used. 


Large Trade List 


The trade and vocational publica- 
tion schedule for March includes 
Hospital Management, Buildings and 
Building Management, Building In- 
vestment, Chain Store Age, Electric 
Light and Power, Electrical Dealer, 
Electrical Merchandising, Electric 
Refrigeration News, F. T. D. News, 
Home Ware, Ice Cream Field, Ice 
Cream Review, Ice Cream Trade 
Journal, Journal of Home Economics, 
Management Methods, Meat Merchan- 
dising, Milk Dealer, Progressive 
Grocer, Public Service Management, 
Radio Retailing, Refrigeration Direc- 
tory, Restaurant Management, and 
Western Confectioner. 

In all of these publications, with 
the exception of those which go to 
prospective refrigeration dealers, the 
“Kelvinator Refrigeration Engineer” 
will be featured along with the prod- 
uct in the copy theme. 

Via a new house organ, “The Sales 
Builder,” dealers are being apprised 
of the company’s efforts along the 
vocational line, and they are being 
asked to concentrate their commer- 
cial refrigeration activity along the 
lines of those trades that will be 
reached directly by company adver- 
tising. 


Last Minute News Flashes 


Armour Plans Easter Outdoor Campaign 
Chicago, Feb. 24—Armour & Co. have placed their outdoor advertising 
account with the Outdoor Advertising Agency of America, and will have 
an Easter poster showing of hams and bacon .starting March 1 to 15 in 
most of the major cities of the country. Painted bulletins will be used 


in a few cities. 


R. L. Whitton is handling the account, which has been 


out of the outdoor field since November. 


Earle Freeman Hit by Appendicitis 
Battle Creek, Mich., Feb. 24.—Earle J. Freeman, advertising manager 
of the Kellogg Company, and recently named a member of the program 
committee for the Grand Rapids meeting of Advertising Federation of 
America, is in a local hospital following an acute appendicitis attack. He 


is reported on the road to recovery. 


Armstrong to Study Retail Merchandising 
Lancaster, Pa., Feb. 24.—Armstrong Cork Company has announced 
formation of a Bureau of Retail Merchandising to study the experiences of 
successful linoleum merchants, analyze their methods, and pass results and 
recommendations on to the trade. G. C. Denebrink will be in charge. 
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CITIES SERVICE 
‘POWER PROVER’ 
IS SALES HELP 


Aids Motorists | to Use Dil, 
Gas Efficiently 


New York, Feb. 23.—A new era in 
petroleum merchandising, in which 
the individual car owner is encour- 
aged and shown how to secure the 
most economical use of the gasoline 
and oil he purchases, is being ush- 
ered in by the Cities Service Com- 
pany, producer, refiner and distrib- 
utor of petroleum products and op- 
erator of some 4,000 filling stations. 

The Cities Service plan centers in 
the promotion of the Power Prover, 
a patented machine for testing .mo- 
tor combustion efficiency by analyz- 
ing exhaust gases, several experi- 
mental installations of which are in- 
cluded in service shops now operat- 
ing under test conditions. Other 
companies are preparing to announce 
somewhat similar devices and service 
set-ups. 

The sales effectiveness of the 
Power Prover is due in part to the 
methods employed in bringing it to 
the public’s attention so as to em- 
phasize the company’s interest in 
helping its customers save money 
}on. gasolene. A. typieal-announce- 
ment advertisement, illustrated with 
a photograph of the Power Prover 
reads: 

“News! News! Better performance 
for you car! Stop in today and have 
your car tested for unburned, wasted 
gasolene on amazing new Cities 
Service Power Prover. 

“More Power! At less cost! En- 
joy improved starting. Get quicker 
pickup. 


A Two-Minute Test 


“This is your chance to _ see 
whether your car is needlessly wast- 
ing gas and oil. Cities Service engi- 
neers tested 100,000 cars in 12 
months. Nearly all were wasting 
gasolene, some up to 30 per cent. 
Maybe yours is, too. You can find 
out in a two-minute test—then our 
complete Tuning Routine (part of 
the Power Prover service) stops 
this loss and restores your motor’s 
original pep and vigor.” 

With interest and curiosity stimu- 
lated by the advertising and a call 
to inspect the Power Prover and 
other unique testing devices, it has 
been found comparatively easy to 
sell car drivers a tune-up at the flat 
rate of 50 cents a cylinder. 

The work is done in white-walled, 
immaculate quarters resembling a 
medical laboratory, by servicemen 
whose spotless white coats connote 
surgical antisepsis and whose pro- 
fessional bearing justifies the appela- 
tion of “motor doctor” used in copy. 
Tools and instruments are neatly 
arrayed and carefully cleaned after 
use. 

Guesswork is eliminated altogether 
in diagnosing the motor’s ills. The 
service equipment includes not only 
the Power Prover, but gauges which 
can be read by the patron for test- 
ing timing, plugs, rings, valves, igni- 
tion and other motor parts. 

After each adjustment is made, the 
result is checked with the Power 
Prover, which affords a _ positive 
check on motor efficiency by measur- 
ing the amount of unburned fuel in 
a sample of exhaust gas. The serv- 
ice is limited to adjustments only, 


but the routine includes a prescrip- 
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tion covering defective parts in need 
of replacement or repair which the 
customer may have filled elsewhere. 


Sold to Station Patrons 


The service is sold cold turkey to 
the casual driver-in by the pump at- 
tendants, who open the subject with 
leading questions about the time of 
the last overhaul or check-up and the 
downward tendency of gasolene mile- 
age as the car grows older. 

The station attendants also can- 
vass the neighborhood in spare time 
to explain the service to car owners 
and to collect names and addresses 
or license numbers. 

The station mailing list is divided 
into three classifications, those who 
have not bought the tune-up service, 
those who have availed themselves 
of this service without becoming 
regular buyers of gasolene and oil, 
and those who have bought the tune- 
up service and continued regular cus- 
tomers. Suitable series of mailings 
are provided for each list. 

The separation of the two last- 
named classifications is accomplished 
by keeping a record of the license 
numbers of all cars entering the sta- 
tion, which is checked against the 
license numbers of motorists who 
have bought the tune-up service. 

These records, when compared 
with data from stations not equipped 


with Power Provers and service facil- |. 


ities, also serve to determine the 
value of this means of creating busi- 
ness on gasolene and oil. 

When national advertising is em- 
ployed to support this development, 
it is probable that copy will feature 
specific case histories, citing the 
monetary fuel and lubrication saving 
made by the Power Prover for indi- 
vidual car owners. 


Changes to Bi-Monthly 


American Architect, New York, is 
now being issued bi-monthly instead 
of monthly. 


A NEW FUNCTION FOR SERVICE STATION 


7 


The atmosphere of the laboratory has been transferred to the auto- 
mobile repair shop by Cities Service woe Hey to provide a suitable 


setting for its power prover, a machine w 


ich tests motor efficiency 


by analyzing exhaust gas. A scientific motor tune-up costs 50 cents 

a cylinder, and results from the experimental shops now in operation 

indicate that the service will soon be extended to most of the com- 
pany's 4,000 filling stations. 


Announce Discounts 


A discount of five per cent to ad- 
vertisers using six representative 
showings within one year, and ten 
per cent for the use of twelve show- 
ings, has been announced by Walker 
& Co., Detroit. The discount is ret- 
roactive to Jan. 1, 1933. 


To Publicize Resorts 


Advertising and promotion of rec- 
reational advantages of the Minoc- 
aua lake region of Wisconsin will be 
sought by a group of resort owners 
which is attempting to organize a 
“Heart of the Lakes” association. 


published rates. 


the twelve month period. 


Detroit - 


GQunOUNC;y,. 


QUANTITY DISCOUNT 


ON 24-SHEET POSTER ADVERTISING 
IN FIFTY MICHIGAN MARKETS 


Any advertiser who uses six (6) Representative show- 
ings, or their equivalent, at any time during any twelve 
5 Oo month period, in the same city or town, will be 
allowed a discount of five per cent from our standard 


The discount will apply to contracts for poster showings 
of any size, whenever the total billings for space used in 
that city or town in any twelve month period is equal to six 
Representative showings. 


Any advertiser who uses twelve (12) Representative 


showings or their equivalent, at any time during any 
O twelve month period, in the same city or town, will 

be allowed a discount of ten per cent from our 
standard published rates. 

The discount will apply to contracts for poster showings of 

any size whenever the total billings for space used in that 

city or town in any twelve month period is equal to twelve 

Representative showings. 


By placing a non-cancellable contract in advance for six or twelve Representative 
showings, or their equivalent, in the same city or town, any advertiser can secure 
these discounts monthly, starting with the first month’s billing. 


Otherwise, the discount will be credited after it has been earned. For example, 
after an advertiser has used six Representative showings, or their equivalent, in 
the same city or town, during a twelve month period, the five per cent discount 
on the total billing will be deducted from the month's billing during which the 
discount is earned and five per cent will be deducted from each month’s billing 
thereafter until the end of the twelve month period. 


After the equivalent of twelve Representative showings has been used during the 
twelve month period, an additional five per cent discount on the total billing will 
be deducted from the month's billing during which it has been earned and ten 
per cent will be deducted from each month's billing thereafter until the end of 


These discount deductions will be made on the gross billing and the agency or 
solicitor commissions will be payable only on the net billing. 


In those instances where the same advertiser is using Poster Advertising for 
more than one of his products, the showings may be totalled to earn the dis- 
counts. However, no agency or solicitor may total showings used by two or more 
different advertisers for the purpose of earning a discount. 


EFFECTIVE IMMEDIATELY AND RETROACTIVE TO JAN. 1, 1933 


Wacker & Co) 


OUTDOOR ADVERTISING 


Grand Rapids - 
And 46 other Michigan towns and cities 


Flint - Saginaw 


Three Girls to 
Lend Interest 
To Hires Copy 


New York, Feb. 23.—With release 
of newspaper advertisements this 
week through Mark O’Dea & Co., the 
annual drive of the Charles E. Hires 
Company, Philadelphia, got away to 
the earliest start in history. The 
yearly campaign usually begins in 
April or May. 

Three pretty girls, a blonde, a 
brunette and a red-head, will take 
turn about in furnishing the art con- 
tent for the long series of newspaper, 
poster, magazine and _ point-of-pur- 
chase advertisements making up the 
1933 program. The art work will 
divide attention with the explanation 
of the new element added to the 
Hires root beer trade mark, a bulls- 
eye bearing the letters R-J, which 
stand for “Real Juices,” and the seal 
of acceptance issued by the com- 
mittee on foods of the American Med- 
ical Association. 

Limiting art subjects to the three 
girls and using them over and over 
again, provides continuity for the 
series and a close relationship be- 
tween copy in the various mediums. 
The plan is_ particularly advan- 
tageous in tying up the extensive 
point-of-purchase advertising, which 
puts emphasis on the art work, with 
the publication and poster copy. 


Use Four-Color Copy 


The newspaper campaign consists 
of three 49-line advertisements a 
week in 67 newspapers. in 55 citles 
for 20 consecutive weeks. Copy alter- 
nates between the extract and the 
bottled and fountain products. 

Four colors will be used in maga- 
zines for the first time in 15 years. 
The color schedule includes The 
Saturday Evening Post and Collier’s, 
which are also slated for quarter 
pages on extract. 

Black and white pages will be used 
in Ladies’ Home Journal, Woman's 
Home Companion, McCall's, Good 
Housekeeping and True Story. 

The poster campaign will consist 
of two showings of 2,500 24-sheets 
and 7,500 3-sheets each. 


Anders Is Honored 


Frank C. Anders, publicity and ad- 
vertising director, Home Oil Distrib- 
utors, Ltd., Vancouver, B. C., who 
has just completed his term as presi- 
dent of the Advertising and Sales 
Bureau of Vancouver Board of Trade, 
was presented with a cigarette case 
and lighter at a recent meeting. 


Must Sign Political Copy 


A bill introduced into the Nebraska 
legislature would require the author 
of political copy of any kind to in- 
ciude his name in the copy. A bill 
providing for a one per cent sales 
tax has also been introduced. 


PREP FEATURED 
AS BEAUTY AID 
TO HARDIER SEX 


Detroit, Mich., Feb. 23.—‘“Are Men 
supposed to have Complexions?” 

This pointed question, obscured 
during the lengthy advertising battle 
for care of the feminine skin, is be- 
ing asked by Mark W. Allen & Co. 
in a test newspaper campaign to dis- 
cover, among other things, whether 
Prep, a shaving cream, can be sold 
as a beauty treatment. 

Turning to its own advantage the 
common conception of a “pretty” 
man, copy waggishly declares that 
“the only chance a man has to take 
eare of his skin (without being 
dubbed a ‘violet’) is when he shaves.” 

This is followed by a sales punch 
statement addressed to the male 
vanity: “Men with a vigorous out- 
door complexion use Prep.” 

With cosmetic, yeast and body 
odor soap copy directness, the Prep 
advertisement is headed by a ques- 
tion put to a smiling man gazed upon 
by his wife or sweetheart: ‘Does 
she admire you or just tolerate you?” 


Copy Is Facetious 


Frankness, however, is alleviated 
with facetiousness in this fashion: 

“It’s a latherless beard softener 
that makes the ‘cheesiest’ blade act 
like thoroughbred Damascus steel 
plus—and, this is the Big News— 
a facial treatment. 

“Prep cleanses pores, deep-down, 
carrying away unbelievable quanti- 
ties of dirt, banishes blackheads, and 
rids the face of tiny blemishes and 
pimples. Prep softens the skin tex- 
ture and never dries or ages the skin 
like soap does. It lets Men keep 
their schoolboy complexions — even 
though they admit they’re grads of 
class ’02.” 

The test campaign, prepared by 
Fred M. Randall Company, Detroit, 
will run for about six months, ac- 
cording to present plans, testing the 
complexion theme and many others. 
National magazines and street car 
cards will supplement newspapers 
in the experimental efforts. With 
media and appeal decided upon, a 
national drive will be launched in 
full next fall. 


Canada Dry Prepares 


for Dawn of New Day 


Canada Dry Ginger Ale Company, 
Inc., is organizing a subsidiary to be 
known as Canada Dry Sales and Im- 
port Corporation, which will have the 
same officers and directors as the par- 
ent company. 

According to P. D. Saylor, presi- 
dent, the main purpose of the sub- 
sidiary will be to divorce any new 
contracts signed for the handling of 
beer and allied liquor products from 
the parent company’s operations. 


Blessed Named Head 
of Walker & Co. 


Clarence D. Blessed was elected 
president and general manager of 
Walker & Co., Detroit outdoor organi- 
zation, at the annual meeting held 
Feb. 21. Directors, who were all re- 
elected, are: 

E. P. Bayne, C. D. Blessed, W. T. 
P. Hollingsworth, R. L. Kester, Jr., 
H. I. Lord, H. C. Macdonald, P. J. 
Monaghan, J. O. Murfin, G. B. Russel, 
and T. F. Wolcott. 


To Push Loganberries 


Extensive plans for advertising 
loganberry products throughout Can- 
ada have been approved by Saasnich 
Fruit Growers’ Association, Saasnich. 
Vancouver Island, B. C. Co-operation 
of other fruit growers is being 
sought. 


Two Join Tracy 
Albert E. Whitehill and C. J. Mas- 
seck, formerly with Reimers, White- 
hill and Sherman, Inc., have joined 
W. I. Tracy, Inc., New York, as ac- 
count executives. 


Names Fenger-Hall 


Fenger-Hall Company has been 
named national representative of 
Lodi, Cal., News. 


Canned Orange 
Juice Is Added 
By Hills Bros. 


New York, Feb. 23.—Hills Brothers 
Company, food packers, will be en- 
abled to put more year-round adver- 
tising support behind its Dromedary 
trade mark by the addition of a new 
product, Dromedary canned orange 
juice, to be put on the national mar- 
ket shortly. The company’s best 
known product is Dromedary dates, 
a seasonal item. 

Previous attempts by various com- 
panies to capture the virtues of fresh 
oranges in a can have been only 
moderately successful, according to 
the company’s announcement, be- 
cause scientists have been unable to 
cope with the difficulties of discol- 
oration, loss of flavor, etc. 

The company claims its new 
“flash process” completely solves all 
problems attendant on handling the 
delicate fruit without necessity for 
adding large amounts of sugar. The 
juice is extracted from the fruit by 
reaming, which prevents any of the 
oils or rind from spoiling its flavor. 
The method employed requires but 
three minutes’ times from fresh fruit 
to canned juice. 

Dromedary orange juice is being 
packed in a can designed to conform 
to the appearance of the rest of the 
line. Cecil, Warwick & Cecil, New 
York, is the company’s agency. 


Wrigley Raises 
Wages to Help 
Speed Recovery 


Chicago, Feb. 20.—Believing that 
wage increases, where they can be 
effected without financial strain, will 
help immensely to clear the way for 
general business recovery, Philip K. 
Wrigley, president, William Wrigley, 
Jr., Company, has announced a wage 
increase for employes. 

“If we pay simply enough for our 
workers to live on,” he said, “we can- 
not halt a downward trend in general 
business conditions. They are the 
great consumers of products and 
must have more than enough to cover 
the bare necessities of life if im- 
provement is to be felt in a host of 
lines. 

“It is workers who put money into 
circulation, but unfortunately they 
are the first to feel it when the 
price cutting panic hits an industry.” 

Details of the plan to increase 
wages are being worked out now, Mr. 
Wrigley’s instructions being to put 
the plan into effect as rapidly as 
possible. 


Ayer to Direct Gas 
Advertising Campaign 

N. W. Ayer & Son, Philadelphia, 
have been named to direct advertis- 
ing of the domestic heating and cook- 
ing units of American Gas Assocta- 
tion, under the supervision of the 
association’s National Directing Com- 
mittee of Executives, of which Con- 
rad N. Lauer, Philadelphia Gas 
Works Company, is chairman. 

This committee has nothing to do 
with co-operative advertising to in- 
crease the sale of gas appliances, 
which is in charge of another com- 
mittee. 


Advertising Beat 1920 


Slump, Firestone Avers 


Heavy advertising and adjustment 
of output enabled Firestone Tire and 
Rubber Company to beat the slump 
of 1920, Harvey S. Firestone told the 
Committee of 100 in Miami, Fla., this 
week, 

“T told my sales manager to go 
on a vacation,” he said. “Then I 
placed full page newspaper adver- 
tisements in every city in the United 
States. Within two months I sold 
18,000,000 tires.” 


Orders 28,000,000 Bottles 


Anheuser-Busch, Ine., has an- 
nounced the placing of orders for 
28.800,000 beer bottles and 500,000 
beer cases, in expectation that sale 
of beer will be legalized by June 1. 
The cost of the bottles and cases is 
said to be approximately $700,000. 
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Way TOWER MAGAZINES 


Four vital factors which make G Al N K D 2 4B WP 
Tower Magazines so valuable E a # i a LI N E AG E 


for food manufacturers 


A New Editorial Presentation. Famous authors . . . a livelier tempo | | N ] a) 33 YJ © e ~ e 


. .. more glamour, romance, sentiment . . . to reach the former inadequately 
covered middle-income group—the volume market for all merchandise. 


A 100% Voluntary Circulation. Tower Magazines are purchased over mA CHOCOLATE 


the counters of Woolworth stores after women have examined a copy of NEW my 
MOVIE, LOVE, HOME, or MYSTERY from cover to cover and made cer- Ab} 
tain that it satisfies their special reading interests. There are no boy sales. No 


premiums. No contests. No installment subscriptions. 


A Young Housewife Readership. Young housewives, average age 25, | 
constitute 74% of Tower Magazines’ readership. Just how receptive they are 
to food news is indicated not only in the progress of food lineage but by response | 
to food articles which are also written in the Tower quicker tempo, and factual 
but never dull. Over 39,000 letters requesting food circulars, with money en- s 
closed, were received during the first six months of 1932. Pes. ot ie 


» 


The 1268 Tested Key Markets. 82% of all retail grocery chain out- a a OLDIE ELV" 
lets and 65% of all independent grocery outlets are located in the 1268 tested toe Bi f sll TOD 
key markets where every copy of Tower circulation is concentrated. Markets in YOURS: ~MOp 


which offer any food manufacturer the greatest potential at lowest cost. 


Voluntarily purchased magazines... appealing to the young 
housewife of the middle-income group (Tower average in- 
come is $2519) are most potent for selling foodstuffs. Having 
finished 1932 with a 38% gain in food lineage, the first quarter 
of 1933 starts off with a significant gain of 33%... For more 
detailed information about recent consumer food surveys, 
address Advertising Editor, Tower Magazines, 55 Fifth Ave. 
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These Important 
Food Accounts Give 
Tower Magazines 

a 33% Gain 
for First Quarter, 1933 
in Food Lineage 
Gerber Products Company 
H. J. Heinz Company (Beans) 
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or capeoist’ et ’ 4 : (Ketchup) 
_ TOMATO KETCHUP — H. J. Heinz Company 
pike RAVER (Spaghetti) 
General Foods Corporation 
ern (Baker’s Chocolate) 


CHICAGO OFFICE Kellogg Company (All Bran) 


9 foxtinuting bookies 


= Ae ik 


919 North Michigan Ave. Quaker Oats Company (Aunt 
ima’s P. ke Fl 
HOLLYWOOD OFFICE i benno or ancake Flour) 
7046 Hollywood Blvd. Prod Company 


) 


55 FIFTH AVENUE, NEW YORK, N.Y. 
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Why Buy American? 


Although there are many varia- 
tions of opinion regarding the basic 
economics involved in export trade 
and in the necessary balancing of 
exports with imports, there isn’t 
much doubt that the appeal to Ameri- 
cans to buy products made in this 
country must be coupled with an ap- 
peal to selfish interest based on qual- 
ity and value. 

Fortunately that combination of 
arguments can be made effectively in 
a great many lines where imports of 
cheaply made merchandise have as 
their chief attraction an unusually 
low price. The price appeal is 
always more effective in hard times 
than when conditions are prosperous, 
but even now consumers and mer- 
chants are revolting against a regime 
based on cheap merchandise—cheap 
in price and cheap in fact. 

The General Electric Company, 
whose production of electric lamps, 
like that of other American com- 
panies, has been seriously curtailed 
by the competition of foreign-made 
goods, advertises G-E Mazda lamps 
as American products, but it couples 
with the implied appeal to buy 
American the fact that its lamps are 
made to give good light at low cost. 

“The Mark of an American Prod- 
uct You Can Trust,” is the descrip- 
tion applied to the trade-mark in 
current advertisements, and the copy 
continues in the same strain. 

“Lamps that bear the symbol G-E 
are made in America, by American 
workers,” says the company. “You 
are not asked to buy them, or the 
product of any reliable American 
lamp manufacturer, solely for the 
satisfaction of helping provide more 
jobs for American workers and so 


aiding to maintain American stand- 
ards of wages. 

“But you are urged to buy them be- 
cause an American-made lamp, bear- 
ing the trade-mark of the manufac- 
turer you can trust, offers you the 
surest way of getting good light at 
low cost, the certain way to avoid 
lamps that burn out prematurely and 
that blacken quickly. 

“Every lamp bearing this mark is 
a true bargain in light.” 

That, it seems to us, is the most 
effective way to combine the merits 
of the “Buy American” appeal, with 
its suggestions to aid employment by 
using the products of American labor, 
with the necessary evidence that the 
buyer gets his full money’s worth. 
American products, identified for 
quality and value through advertis- 
ing, are in a strong competitive posi- 
tion in any market where quality is 
a factor of importance, and American 
consumers will not long be satisfied 
with shoddy products whose only 
merit is low price, no matter whether 
their origin is domestic or foreign. 
That is something for American 
manufacturers to remember. 

Quality is a consideration which 
will have special weight with retail 
merchants at this time. While im- 
mediate profits on sales at low prices 
of cheap, unidentified merchandise, 
whose origin is not such as to war- 
rant pride on the part of either re- 
tailer or consumer, may look attrac- 
tive, the retail field as a whole has 
already learned that shoddy products 
do not represent a bargain at any 
price. Quality products, made in 
America, and advertised to Ameri- 
cans, can still be merchandised suc - 
cessfully. 


An Example of Agency 
Co-operation 


The recent annual meeting of the 
National Outdoor Advertising Bur- 
eau, which as reported in ADVERTIS- 
ING AGE showed an increase in earned 
which 
enabled it to increase agency dis- 
counts to 12 per cent, was a fine 
demonstration of the possibilities of 
co-operation in the advertising 
agency field. 

The bureau, which is owned by 
about 200 agencies, and handles for 
them the details of placing and 
<«hecking outdoor advertising cam- 
paigns, has shown its ability to at- 
tain both efficiency and economy in 
operation by this pooling of resources 
in the production phases of this de- 
partment of the business. 

The advertising agency is a highly 
individualistic enterprise, and _ be- 
cause of the value of individual crea- 
tive talent, too much concentration 
and co-operation might defeat its 


own ends; but since the National 
Outdoor Advertising Bureau does not 
in any way interfere with the crea- 
tive part of each agency’s operations, 
and simply carries out the physical 
and mechanical details of placing 
and checking, the net result is much 
better service for the advertiser than 
he could get, in most cases, in any 
other way. 

The financial success of the bureau 
under generally adverse business con- 
ditions is another testimony to the 
value of the co-operative idea in this 
field. Increased profits to agencies 
and improved service to clients rep- 
resent a combination of results which 
could hardly be improved upon, and 
suggest the possibility of similar 
developments in other sections of the 
field, where it may be found possible 
to concentrate production and mech- 
anical services. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 466. Nation’s Business—A Mul- 
tiple Audience Magazine. 


Interesting figures on the circula- 
tion of Nation's Business, partic- 
ularly with reference to the home 
and personal market, and the insti- 
tutional market which its subscrib- 
ers represent. 


No. 449. Current Buying Indices of 
Magazine Readers. 


This booklet, detailing the results 
of a Percival White study of readers 
of nine leading women’s magazines, 
contains a wealth of material which 
should interest every advertiser. De- 
tailed tabulations indicate what ap- 
pliances each reader has, what types 
of groceries and what brands are pur- 
chased, how many members of the 
family are employed, what they do, 
and whether they are working part 
time or full time, etc. Published by 
True Story Magazine. 


No. 433. WLW—“The Nation’s Sta- 
tion” 


This unusual envelope-folder 
might well be called “proofs,” since 
much of the material in it consists 
of facsimile reproductions of letters 
commenting on the results derived 
from commercial broadcasting over 
WLW, Cincinnati. Other interesting 
material in the folder gives WLW 
coverage and circulation, analyzes 
mail response to individual pro- 
grams, gives much valuable informa- 
tion about the station and outlines 
the services of the station’s sales 
promotion department. 


No. 446. The Shadow of a Man. 


“There was once a Sacred Number, 
and its name was LHighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 
towns of over 1,000, and by counties, 
of True Confessions, Screen Book, 
Screen Play, and Hollywood, the pub- 
lications which make up the Fawcett 
Women’s Group. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
area. Published by Big 4 Advertis- 
wholesale and retail trade in the 
ing Carriers. 


No. 430. “Why It’s so Obvious.” 


“The old general store displayed 
its wares on any counter or hook 
that would accommodate them. Cus- 
tomers were inconvenienced and 
many sales were lost until someone 
thought of the obvious idea of related 
merchandise in separate depart- 
ments,” says this brochure by Mc- 
Call’s, announcing a radical new de- 
parture in women’s magazine format, 
by which editorial material and ad- 
vertising is departmentalized. 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier Journal and 
Louisville Times. 


ANOTHER CAREER IS RUINED 


—Ballyhoo. 


"| gotta leave college, Joe, people have been cancelling 
their subscriptions!" 


Voice of the Advertiser 


Copy Cub’s Neglect 
of Duty Irks Readers 


To the Editor: Help! Help! Where 
is the Copy Cub? I miss him fright- 
fully—please put him back. 

Mary Derpy, 
J. M. Bundscho, Inc., Chicago. 


To the Editor: I felt that I had 
lost a very entertaining old friend, 
when I discovered the absence of 
Rough Proofs in your issue of Feb. 11. 
Many of us here at Brown & Bigelow 
read ADVERTISING AGE, and we all felt 
that Rough Proofs kept us in touch 
at a glance, with what is going on 
about the country. Here’s hoping the 
feature has not been permanently 
discontinued. We think it’s great. 

S. J. MILNE, 
Manager Engraving Sales, 
Brown & Bigelow, St. Paul, Minn. 


To the Editor: What has hap- 
pened to Rough Proofs? 

I hope you haven’t decided to omit 
this interesting column from future 
issues. 

R. F. DRAKE, 
Advertising Dept., Felt & Tarrant 
Manufacturing Company, Chicago. 


[Editor’s note: Turn to page 1.] 


Suggests Part-Time 
Work for Unemployed 


To the Editor: An agency execu- 
tive recently remarked in my pres- 
ence that there is a crying need for 
a good advertising job on the part of 
many small establishments. He went 
on to say that most of them cannot 
afford to pay for the services of an 
agency, nor can the agency afford to 
take on such work. The thought oc- 
curred to me that here might lie an 
opportunity for unemployed advertis- 
ing people to work for themselves, 
help others, and make a living. 

I venture to say that such a job 
has rarely been done. Small inde- 
pendent grocery, meat, drug, dry- 
goods, cleaning and dyeing establish- 
ments, restaurants, garages, service 
stations, and many others which a 
little thought will readily suggest, 
would appear a waiting field for such 
work, and, equally important, one 
that requires practically no capital. 

To do a good job a survey of the 
potential market should probably be 
made, a little consumer research into 
why people trade at this establish- 
ment and other potential customers 
don’t, should prove illuminating as 


well as useful in carrying out the 
campaign. A _ limited preliminary 
consumer survey would probably 
prove the most effective approach for 
such a job. And of course the charge 
would have to be low. 

If the ability and experience of the 
person doing this work seemed un- 
equalled to the job, another might be 
ealled in. I imagine advertising 
friends would be willing to help. 

The experience of a friend sug- 
gests vividly the value of such work. 
He had always done statistical work 
in a large organization until he was 
forced to resign. He felt he was not 
cut out for selling and could get 
nothing for eight months, when he 
got a temporary job on a survey. The 
effect on his morale was miraculous, 
and through his contacts he found a 
congenial job in a different field. 

Davip W. KEmp, 
Advertising Manager, U. S. School 
of Music, New York. 


Jelalian Prefers 


the Circus Giraffe 


To the Editor: As between the 
Farmer-at-the-Circus Giraffe and the 
Man-at-the-Zoo Giraffe, I vote em- 
phatically for the former. Perhaps 
the Man-at-the-Zoo version is symp- 
tomatic of the swing in population 
toward urban and suburban centers 
—if indeed, there is such a swing! 

Then again, while the advertising 
of a farm product may use a comedy 
farmer and get away with it. per- 
haps the agents for Plymouth, a 
“slick” city product, were disinclined 
to run the risk of offending their 
prospective buyers in the great agri- 
cultural belt. 

IRA NEWTON JELALIAN, 

Wood, Putnam & Wood Company, 
Boston. 

ae aa 


Wants Standardized 


Rotogravure Rates 

To the Editor: The point brought 
out in your recent editorial on the 
subject of rotogravure rates strikes a 
very responsive chord. 

I really believe that rotogravure 
advertising volume would increase 
considerably if rates were not so ex- 
cessive and if instead they were 
established as a standard premium 
over black and white rates, based 
upon the actual cost of producing 
rotogravure sections. 


Wo. J. STAAs, 
Space Buyer, Fuller & Smith & 
Ross, Inc., Cleveland, O. 
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Parse overlook 


the shock to your eyes and your appreciation 


of advertising art! The above reproduction 
was done with full intent but without malice. 


For a very particular reason we asked the — 


engraver to massacre a fine air view of some 
of Manhattan, Brooklyn, Staten Island and 
New Jersey—in all a good substantial part 
of the New York market. 

This halftone is shy some hundreds of 
thousands of dots requisite to making a sat- 
isfactory illustration. When you entrust your 
advertising to inadequate media in_ this 
market, the result is a faint, muddled and 
hard-to-recognize impression cf what your 
product is or does. With its concentrated 
millions, New York needs fine screen adver- 
tising; thorough and comprehensive coverage 


of prospects to move goods through its many 
outlets. Without such coverage you can’t and 
don’t do a very good advertising job! 

And you don’t do the best job you might 
do of planting impressions in this market— 
if you are without The News. Because the 
1,400,000 News circulation reaches two- 
thirds of New York City’s families, and 
two-fifths of the families in New York’s 
suburbs—gives concentrated effective major- 
ity coverage in one medium, at one time, and 
at one lower cost! The News is the only single 
medium commensurate with the market, big 
enough to do a big job alone, big enough to 
embrace most of the market’s potential! 


= YOU interested in increasing sales 
in New York—or in decreasing selling costs? 
Then you should know more about The News! 


THE @ NEWS, New York’s Picture Newspaper 


TRIBUNE TOWER, CHICAGO + KOHL BUILDING, SAN FRANCISCO + 220 EAST FORTY-SECOND STREET, NEW YORK 
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LEVY ON SALES 
PAYS FOR IRON 
FIREMAN COPY 


Unique Set-Up Assures Aid 
of All Dealers 


Chicago, Feb. 24.—The Iron Fire- 
man Mfg. Company, whose sensa- 
tional success in the small automatic 
stoker field has attracted national at- 
tention, has developed a plan where- 
by local newspaper and direct mail 
advertising for dealers, supplement- 
ing the national magazine program 
of the company, is automatically as- 
sured through a_ specific charge 
against every unit sold. 

The plan was described today by 
Dale Wylie, sales promotion man- 
ager, who addressed the final session 
of the three-day direct mail confer- 
ence held under the auspices of the 
Chicago Advertising Council. He 
said that the original plan of supply- 
ing direct mail and sales literature 
to dealers free was a failure, but 
that the plan of financing local ad- 
vertising through a charge on unit 
sales had been so successful as to 
result in its development on a larger 
scale for 1933. 

The charges per unit sale average 
about $10, ranging from $7 to $12, 
depending on the cost per unit. The 
money thus obtained is carried in a 
special account credited to the 
dealer, and is used for him in local 
newspaper and direct mail advertis- 
ing. He is charged for the direct 
mail campaigns, which are handled 
for him by the factory on schedule, 
at the rate of 40 cents per name for 
industrial prospects and 30 cents for 
domestic prospects. 


Plan Is Described 


The plan is described in the com- 
pany’s formal announcement of 1933 
sales plans, which was included in 
Mr. Wylie’s presentation today, as fol- 
lows: 

“The company offers this plan, 
effective Feb. 1, providing not only 
for the dealer’s direct mail advertis- 
ing, but also for the dealer’s local 
newspaper advertising. The company 
will provide free advertising serv- 
ice and copy, and the services of the 
company’s advertising agency are 
available to dealers to release the 
advertising on a planned basis. 

“The plan is flexible, and will en- 
able the placing of advertising at 
either local or national rates, which- 
ever are most favorable. The cam- 
paigns will be adapted to the dealer’s 
individual need, as to size of space, 
frequency of insertion, cost of cam- 
paign and subject matter of the mes- 
sages.” 

The magazines which are used in 
the 1933 advertising campaign in- 
clude Fortune, National Geographic, 
Nation’s Business, Saturday Evening 
Post, Literary Digest, Time, Ezxten- 
sion Magazine and Better Homes and 
Gardens. 


Gives Expert Counsel 


The company is also featuring engi- 
neering counsel in handling installa- 
tion problems for dealers, as well as 
its national fuel cost survey, which 
it urges be supplemented by local 
dealer surveys. In addition, it is 
emphasizing its exhibit at the Chi- 
cago Century of Progress exposition 
beginning June 1, in which units in 
actual operation will be displayed. 

The company’s dealer organization, 
which has been expanded 25 per cent 
in the past two years, now includes 
800. Unit sales in 1932 showed a 19.5 
per cent increase as compared with 
1931. 

Mr. Wylie’s talk today, like those 
of the speakers at the other sessions, 
was broadcast over Station WIBO. 


Change Roto Meeting 


The date of the annual meeting of 
Rotogravure Advertising Association 
has been changed from Feb. 27-28, to 
March 20-21, at the Hotel Pennsyl- 
vania, New York. 


New Railway 
Advertising 
Firm Formed 


New York, Feb. 23.—Geo. W. Roe- 
bling, Inc., and Geo. W. Roebling Ad- 
vertising Service, Inc., which have 
had the franchises for train cards 
and station posters on the New York, 
New Haven & Hartford, and the Bos- 
ton & Maine railroads throughout 
Westchester and New England, have 
been taken over by Transit Adver- 
tisers, Inc. 

Summer Sewall is president of the 
new firm. David M. Milton is vice- 
president; Benjamin A. Pollet is sec- 
retary, and F. LeMoyne Page, for- 
merly of Street Railways Advertising 
Company, is vice-president and sales 
manager. 

T. B. Hilton, formerly assistant to 
the president of the Barron Collier 
companies, is sales manager for New 
England. 

I. F. Moritz, formerly president of 
the Roebling companies, has become 
vice-president of Roebling Advertis- 
ing, Inc., a subsidiary of Transit Ad- 
vertisers, Inc. 

Air Ads, Inc., with franchises for 
car cards in transport planes, is also 
a subsidiary. 

The main office of the new firm 
will be at 500 Fifth Ave. The Boston 
office is at North Station. 


Socony on Five Years 


Soconyland Sketches, one of the 
oldest continuous dramatic programs 
on the air, will celebrate its fifth 
anniversary when it appears over 
WEAF-NBC Monday, Feb. 27. 


Joins “Examiner” 


Charles W. Horn, formerly classi- 
fied advertising executive of all 
Hearst papers, has joined Chicago 
Herald and Examiner as classified 
advertising manager. 


Goodwin Expands 
A. O. Goodwin, who established an 
advertising agency in Chicago Jan- 
uary 1, has moved from the 19th to 
the 22nd floor of Mather Tower, tak- 
ing larger space. 


Evan G. Runner Dead 


Evan G. Runner, founder and for- 
mer publisher of The Evening Rec- 
ord, now the Bergen Evening Record, 
Hackensack, N. J., died Feb. 20. He 
was 60 years old. 


Wyly Joins Agency 
Ralph D. Wyly, formerly president 
of R. D. Wyly, Ine., Washington, 
D. C., will join the staff of Van Sant, 
Dugdale & Corner, Baltimore, Md., 
March 1, as account executive. 


Start Cleveland Agency 


E. D. Wolaver and Fred Freileib, 
formerly with Hubbell Advertising 
Company, have started an agency at 
410 Finance Bldg.. Cleveland, O. 
They will specialize in food accounts. 


Walz Joins Liebmann 


Charles A. Walz, for the past 20 
years with Hoffman Beverage Com- 
pany, has joined Liebmann Brew- 
eries, Inc., Brooklyn, N. Y., as direc- 
tor of sales and advertising. 


Presbrey Named for Silk 


Belding Heminway Corticelli Com- 
pany, New York, has placed its ad- 
vertising with Frank Presbrey Com- 
pany, New York. 


Add to Line 


McCormick & Co., Baltimore, Md., 
have added Bee Brand flea powder 
and Bee Brand Insect-icidal Soap to 
its insecticide line. 


Anderson Has New Office 


Sydney Anderson, vice-president, 
General Mills, Inc., Minneapolis, has 
been elected to the additional office 
of secretary of the company. 


Names Dorr & Corbett 


The American Girl, New York, has 
appointed Dorr & Corbett, Boston, as 
New England representatives. 


Delco in Association 


Delco Appliance Corporation, divi- 
sion of General Motors, has joined 
American Oil Burner Association. 


JIG-SAW PUZZLE 
USE INCREASING 


New York, Feb. 23.—Stimulated by 
premium advertising, the consump- 
tion of jig-saw puzzles continues to 
increase rapidly with no indication 
that the saturation point is in sight. 

Morris M. Einson, president of Ein- 
son-Freeman Company, which is re- 
sponsible for the popularity of the 
puzzle by virtue of being the first to 
devise manufacturing methods per- 
mitting production at a price enabl- 
ing advertisers to feature them, esti- 
mates that jig-saws are now being 
consumed at the rate of 10,000.000 a 
veek and that approximately 70 per 
cent are being distributed by adver- 
tisers as premiums. About 100 na- 
tional advertisers have adopted them. 

The Einson-Freeman Company has 
increased its production to 3,000,000 
a week. Double shifts and 500 addi- 
tional employes have been required 
to handle the huge volume. 

Fortunately for the advertisers 
who have tied up their promotion 
program with jig-saw puzzles, retail- 
ers who sell them separately have 


formed the minimum price for the]|\ 


type of puzzle used as a premium at 
15 cents. This fact has much to do 
with the current success of com- 
panies which include a puzzle with 
the purchase of items retailing at 
from 10 cents to a dollar. 

Apparently, the best buy to date 
for the puzzle fiend is offered by the 
American Chicle Company, which is 
exchanging two wrappers from 5-cent 
packages of chewing gum and a 
magazine coupon for a puzzle. The 
generosity in this instance is due 
partly to the fact that the advertiser 
hit on this method of checking the 
pulling power of publications, a 
scheme other advertisers have dis- 
covered, too. 


Huge Quantities Used 


A clue as to the extent to which 
the puzzles figure in the sales plans 
of advertisers using them lies in the 
fact that to break even on the cost 
of an exclusive design a quantity of 
not less than 100,000 must be ordered 
at a time. 

This does not mean, however, that 
the small advertiser is pushed off the 
band wagon. He may have his 
choice of a number of stock designs 
and can identify his gift with prod- 
uct and sales story with a message 
printed on the envelope enclosing the 
puzzle and an insert. 

Experiences indicate that the ad- 
vertiser who uses exclusive designs 
may be as sales-minded in his choice 
of subject as he likes. The recent 
trend, however, has been to choose 
pictures of exceptional interest which 
have no relationship to the product, 
a practice tending to build a perma- 
nent following of puzzle fans, so 
some advertisers believe. 

The latest offering of the Westing- 
house lamp company is a double play, 
made by including in the puzzle 
pieces the letters which spell the 
company’s name. 


Meservey and Pollack 


Receive Promotions 


Douglas W. Meservey, formerly in 
charge of sales promotion of the 
Converter Division, has been made 
advertising manager of the Du Pont 
Cellophane Company, New York. He 
was formerly an account executive 
in the Paris office of Erwin, Wasey 
& Co. and the New York office of Mc- 
Cann-Erickson, Inc. 

M. C. Pollack has been appointed 
promotion manager of the Du Pont 
Cellophane Company, succeeding B.C. 
Robbins, transferred to the Converter 
Division. Mr. Pollock was formerly 
retail merchandising contact man. 


Agency for Biscuits 


Harvey-Messengale Advertising 
Agency, Atlanta, has been named to 
handle advertising of Merritt Beaten 
Biscuit Company, Montgomery, Ala. 
Newspapers will be used. 


Scovil Joins Agency 
Charles Lee Scovil has joined 
Metropolitan Advertising Company, 
New York, as vice-president and di- 
rector. 


DEATH TAKES PIONEER 


William F. Williamson 


Wiliteunesss of 


Outdoor Field, 
m, ( Passes at 63 


‘ 

Chicago, Feb. 23.—William F. Wil- 
liamson, who died in Kenilworth, 
Chicago suburb, last Sunday, was one 
of the pioneers in the outdoor adver- 
tising field. He was fond of recall- 
ing his start in advertising at $6 a 
week when the favorite method was 
to post bills during the night and es- 
cape from the town before dawn. 

“Competition between rival bill 
posters made many a battle,” Mr. 
Williamson recalled recently. “No bill 
posting plant was complete without 
its strong-arm man and a liberal sup- 
ply of shooting weapons. 

“As usual, the advertiser often 
paid the freight; that is, he paid for 
posters only to find in many cases 
that they had been covered by ad- 
vertising of some other manufac- 
turer, sometimes a rival.” 

Mr. Williamson, who was 63 years 
old, retired from active business 
about six months ago. He went to 
St. Louis in 1883, organizing the W. 
F,. Williamson Display Service and 
later the Merchants Bill Posting 
Company. 

He became head of the Williamson- 
Gunning Advertising Agency in 1900, 
but sold his interest to his partner, 
who eventually sold to the Thomas 
Cusack Company. This in turn dis- 
posed of the plants to General Out- 
door Advertising Company. 

Mr. Williamson incorporated the 
W. F. Williamson Advertising Serv- 
ice in 1929. His widow, Mrs. Mary 
Bell Williamson, is president of the 
St. Louis branch of the company, 
while his son, William R. William- 
son, heads the Chicago company. A 
Dallas branch is also operated. 


Uses Color Space 
for Tuna Fish 


Van Camp Sea Food Company, Inc., 
Terminal Island, Cal., is using large 
space in newspapers, in color, on be- 
half of its White Star Tuna. 

Under the caption, ‘Listen to this, 
Housewives of America: There’s no 
‘half way’ quality in tuna,” copy fea- 
tures the taste of this brand as well 
as its vitamin content. Emil Bris- 
acher and Staff, Los Angeles and 
San Francisco, is in charge. 


French on Committee 


Willard S. French, president, 
Brooke, Smith & French, Ine., De- 
troit, has been appointed a member 
of the agency practice committee of 
American Association of Advertising 
Agencies. 


New Outdoor Tax 


A bill has been introduced into the 
New Jersey legislature seeking to 
amend the law on outdoor signs, and 
impose a graduated tax depending 
upon the location, instead of the area. 


Parko to Hanff-Metzer 


Park Chemical Co., Detroit, has 
placed its advertising with Hanff- 
Metzger, Inc., Chicago, which will 
stage a campaign on Parko, polish 
for automobiles, furniture and floors. 


=| chandising, 


COMMERCE OFFICE 
LINE-UP STUDIED 
BY ADVERTISERS 


Washington, D. C., Feb. 23.— The 
authoritative announcement that the 
post of Secretary of Commerce, the 
cabinet position of most interest to 
advertisers, would be filled by Daniel 
C'. Roper came as an almost complete 
surprise to the forecasters who had 
been making predictions regarding 
the Roosevelt official family. As re- 
cently as the first of this week the 
name of Jesse Strauss, of R. H. 
Macy & Co., New York, was still be- 
ing mentioned for the position. 

While advertisers would probably 
have preferred an experienced busi- 
ness man with a reputation in mer- 
those who know Mr. 
Roper believe that he will make good 
in delivering the sort of service 
which business men in general and 
advertisers in particular want. He 
has had long experience in official 
positions, having been connected with 
the bureau of the census of the De- 
partment of Commerce and later vice- 
chairman of the tariff commission 
and commissioner of internal rev- 
enue. 

It is assumed as a matter of course 
that most of the men who have been 
furnishing contact points for busi- 
ness in the Department of Commerce 
will pass out with the change of 
administrations. They include Dr. 
Julius Klein, Assistant Secretary of 
Commerce, Fred M. Feiker, chief of 
the Bureau of Foreign and Domestic 
Commerce, and others not protected 
by civil service. Dr. Klein, formerly 
a Harvard professor, is going into 
business, and has already started an 
assignment connected with the re- 
organization of the United Cigar 
Stores. Mr. Feiker, formerly vice- 
president of the McGraw-Hill Pub- 
lishing Company and managing di- 
rector of the Associated Business 
Papers, Inc., has not announced his 
future plans. 

Publishers have been keenly inter- 
ested in the announcement that one 
of their number would enter the 
cabinet in the person of Henry A. 
Wallace, publisher of Wallaces’ 
Farmer, Des Moines, who will be 
secretary of agriculture. His father, 
Henry C. Wallace, was secretary of 
agriculture under President Harding. 
The new secretary represents the 
third generation of the publishing 
family. 

Another well-known publisher 
slated for high honors in the Roose- 
velt administration is Judge Robert 
Worth Bingham, publisher of the 
Louisville Courier-Journal and 
Times, who it is announced will be 
Ambassador to Great Britain. Judge 
Bingham, who was formerly mayor 
of Louisville, is a native of North 
Carolina. In his new post he will 
hold the highest honors in the diplo- 
matic service. 


Berry Joins Service 


Clinton F. Berry, formerly vice- 
president, Union Guardian Trust 
Company, Detroit, in charge of adver- 
tising, who for the past year has 
been engaged in special sales work, 
has joined the sales department of 
Service Engraving Company, Detroit. 

Mr. Berry is a former president of 
the Financial Advertisers Associa- 
tion, a former vice-president of the 
A. A. A., and a former president of 
Adcraft Club of Detroit. 


Jolson Quits by 
Mutual Agreement 


With six weeks still to go on his 
contract with Chevrolet, Al Jolson 
has canceled by agreement with Gen- 
eral Motors and Campbell-Ewald. 

The blue pencil worked havoc with 
the Jolson gags until the comedian 
decided radio was not for him. 


Start Hotel Paper 


Hotel and Restaurant Times, fort- 
nightly tabloid newspaper, is being 
launched at 327 S. LaSalle St., Chi- 
cago. Richard J. Ahrens is editor 


and publisher, and Jay Bohn, man- 
aging editor. 
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February 25, 1933 


ADVERTISING AGE 


Question: Who Reads Outdoor Advertising? 


Answer: 


Everybody! 
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Do You Want Facts About the 
Economy of Outdoor Advertising? 


To advertisers who are not satisfied to base their 
1933 advertising on hope, we shall be glad to 
present definite facts about the economy of the 
outdoor medium, concentrating it where condi- 
tions are favorable for securing profitable results. 


All advertising, regardless of the media em- 
ployed, must be seen and read. The right kind of 
outdoor advertising is always seen and, because 
of its simplicity and brevity, is also read. 


More than twenty years’ exclusive specialization 
in the outdoor medium has equipped this organ- 
ization with a cumulative fund of knowledge 
which can be profitably employed by advertisers’ 
desiring to obtain the utmost from their 1933 
advertising dollar. 


We shall be pleased to present our story of facts 
about the outdoor medium to a few interested 
advertisers—of course, without obligation. 


OUTDOOR ADVERTISING AGENCY of AMERICA 


NEW YORK 
Graybar Building 


PITTSBURGH 


Bessemer Building 


CHICAGO 
6 No. Michigan Ave. 
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ADVERTISING AGE 


February 25, 1933 


CHICAGO DIRECT 
MAIL GROUP HAS 
3-DAY MEETING 


Chicago, Feb. 24.—Every phase of 
direct mail work was under scrutiny 
here this week at the third annual 
three-day direct mail conference and 
exhibit of Advertising Council of 
Chicago Association of Commerce, 
which opened here Feb. 22 and closed 
today. 

Three luncheon meetings, at which 
Mac Harlan, advertising director, 
Household Finance Corporation, Chi- 
cago; Paul Ryan, manager of sales 
promotion and advertising, Shell 
Petroleum Corporation, St. Louis; 
and Dale Wylie, sales promotion 
manager, Iron Fireman Manufactur- 
ing Company, Cleveland, were the 
speakers, were highlights of the an- 
nual affair, which also included a 
comprehensive exhibit of direct mail 
material. 

Household Finance Corporation has 
spent 20 per cent of its total appro- 
priation for one form or another of 
direct mail during the past three 
years, Mr. Harlan told the Wednes- 
day meeting, because this form of 
advertising provides his company 
with the best means of concentrating 
its advertising on known prospects. 

“For many years our advertising 
was concentrated in mass media.” he 
said, “but now we are turning more 
and more to direct mail because use 
of this medium gives us an opportun- 
ity to pre-select our prospects. For 
instance, we are now sending reg- 
ular mailings to occupational lists, 
selected by groups which are most 
likely to be employed at the present 
time.” 

The company is by no means plan- 
ning to reduce its publication ad- 
vertising, however, Mr. Harlan 
pointed out, because it knows that 
this advertising builds prestige which 
makes the work of direct mail much 
easier and less costly. 

Not only is Household Finance 


constantly doing research to de 
termine the best type of prospects 
for its direct mail, but it is also test- 
ing the best mechanical methods of 
mailing, as well as copy appeals, he 
said, and called attention to eight 
distinct tests dealing with copy, post- 
age, addressing, envelopes, _ etc., 
which the company is making now. 

Detailing the results of a study 
among 140 national advertisers, Mr. 
Harlan revealed that the average ap- 
propriation for direct mail in this 
group is 14 per cent of the total ap- 
propriation, and that while practic- 
ally all of these advertisers have 
agencies, only eight per cent place all 
details of direct mail work in the 
hands of their agencies, while 70 per 
cent handle all direct mail work 
through their own organizations. 

“Agencies have not been good 
salesmen of direct mail,” he said, but 
for that matter, neither have direct 
mail salesmen done a good job. 


Change Color Scheme 


Because consumers disliked the 
red-and-yellow color combinations 
used in the design of service stations, 
a change based on careful study of 
the color scheme was put into effect 
by the Shell Petroleum Corporation, 
Paul Ryan told the Thursday lunch- 
eon meeting. 

“When people objected,” he said, 
“we consulted experts, who found 
that the brightness of the colors 
actually affected the nerves of the 
retina, much as the old flickering 
moving pictures did. We retained 
the advertising value of the color 
combination by using red and yellow 
on objects seen by the motorist at a 
distance, but objects seen at short 
range, such as the service station 
building, were painted a _ neutral 
color, with red and yellow trim. Now 
consumers tell us how beautiful the 
stations are.” 

Mr. Ryan used this to illustrate 
his statement that “the consumer is 
our advertising manager,” and to 
emphasize the mass of facts about 
consumer habits and _ preferences 
upon which Shell merchandising and 
advertising policies are based. 

The training of the salesman at 
the station is regarded as all-impor- 
tant, since the advertising can only 


to $874,634,682. 


$20,302,419. 


$560,267,147. 
year $3,456,578,156. 


SEVENTY YEARS IN BUSINESS 


LIFE INSURANCE COMPANY 


OF BOSTON. MASSACHUSETTS 


SUMMARY OF 1932 


Ar the close of business 
December 31, 1932, the Company showed total ad- 
mitted assets of $639,455,691.51, an increase of 
$18,177,558.42 over the previous year. 

After providing for all known liabilities, in- 
cluding legal policy reserve of $529,438,050.00 the 
Company increased its special Contingency Reserve 
for Adjustments to $13,500,000, and its General 
Surplus or Safety Fund to $44,070,619.91, making a 
total Emergency Fund of $57,570,619.91. 

During 1932 the Company paid to its policy- 
holders and beneficiaries $105,329,161. 
ments to policyholders since organization amount 


The Company continues its dividends to pol- 
icyholders during 1933 on the same scale as for 
1932, setting aside for this purpose a Reserve of 


New Insurance Paid-for in 1932 amounted to 
Insurance in Force at the end of the 


J Please send me your booklet cov- 


John Hancock ering personal insurance prob- 
lems. 
Inquiry Bureau 
197 Clarendon St. DS 6437s baa delk va Bh eceieus 
Boston, Mass. hel i 44s debe ka ka eeia'e’ 
re State...... 


STATEMENT 


Total pay- 


TWO MORE ANIMALS WHICH DON'T EXIST 


'UCH was the perfectly natural remark of the youngster mn ging 
Ss hus first view of a living giraffe Skepticiem always comes with the new 
or unusual 

So it's easy to understand why some folks find it yust @ bit difficult to 
realuwe that satisfactory and dependable complete rations for poultry are 
now a reality 


Even Mm He Tere oF convmeing-evnience ut owe 
true that Wirthmore complete rations suppl; 


WIRTHMORE All-Purpose Chick and Broiler Ration 
Fad the First 9 te 12 Weeks 
IMORE Complete Growing Ration 
Fed From the 9th or 12th Week to Maturity 
WIRTHMORE Complete Ration for Layers 


Fed After Maturity 


WARE the word, “FREE™. Ite abuse 
has clouded its meaning. 
You might a0 weil say, “There ty 4 
such animal.” because you alweys pay 
what you get. 


@A cod in your furnace will supply with 
hot water (sometimes rust 


One shovel of coal in every five ie 
your furnace us used to heat ° iat 


@As far as ethevency is concerned, you 


z 
i VE ‘as well have a separate coal heater 
‘ : Save high-prced coal and know the joy of 
— abundant and clean hot wont OF 
Sristing clean corny onst, a Ruud Automate Gas Water 
sempered., ceer-seaty. Heaw 


Let us show Ruud in operation. 
-" a ghene eo antee an illustrated 


"It looks as though this giraffe business is reaching epidemic pro- 
portions—isn't it time we called in the S. P. C. A.—or maybe the 
W. C. T. U.?" asks J. Roy McLennan, McLennan Advertising Service, 
New York, who sent in the advertisement at the left, which appeared 


in the Feb. 18 issue of “New England Homestead.” 


"Send this to 


F. M. Orchard," Ruud Manufacturing Company suggests in supply- 


ing the advertisement at the 


right. “It was run in 1923." 


bring the customer to the station 
and the job of holding him is up to 
the salesman. He told of the suc- 
cessful work in mass education in 
salesmanship being carried on among 
7000 employes of Shell with a course 
supplied by the LaSalle Extension 
University. 

One of the features of the course 

is to insure that the salesmen not 
only use the same ideas but the same 
words as the advertising which is 
current. A complete tie-up of selling 
and advertising is thus assured. 
-In describing the consumer sur- 
veys on which Shell advertising 
methods are based, Mr. Ryan insisted 
on the necessity of avoiding the use 
of leading questions, or trying to get 
a response which is in line with the 
advertiser’s desires. Most of the in- 
quiries have been handled anony- 
mously, so that the consumer does 
not know who is interested in getting 
the information. In this way, Mr. 
Ryan said, the information is un- 
colored and unbiased. 

In the direct mail employed by 
Shell, the element of personalization 
is regarded as most important. The 
name of the person addressed is 
printed in, and the address of his 
nearest neighborhood station is 
given, so as to develop specific local 
personal interest. Based on this type 
ef personalized effort. Shell plans to 
increase its use of direct mail, Mr. 
Ryan said. 

The speech of Mr. Wylie at the 
Friday session is reported elsewhere 
in this issue. 


Artists Form Society 


Commercial and advertising artists 
of Louisville. Ky., have formed 
United Artists of Louisville as a 
business club. R. Francis Richey is 
president, P. C. Smith, vice-president, 
and W. W. Ellinger, secretary-treas- 
urer. 


Youth Magazine Planned 


The National Student Mirror, a 
monthly magazine edited for youth, 
has been announced by the National 
Student Federation of America, New 
York, for publication in September. 


State Outdoor Meetings 


Outdoor Advertising Association of 
Louisiana will hold its annual meet- 
ing in New Orleans, March 1-2. The 
Tennessee group will meet in Jack- 
son, March 6-7. 


Wright Joins Bureau 


Edward F. Wright has been ap- 
pointed eastern sales manager for 
Broadcast Checking Bureau, Chicago, 
and will maintain offices in the Gray- 
bar Bldg., New York. 


Drug, Inc., Shows Earnings 

A net profit of $13,467,092 for 1932 
has been reported by Drug, Inc., or 
$3.84 a share, compared with $19,- 
440.456 or $5.55 a share in the pre- 
ceding year. 


Launch New | 
Refrigerator 
Drive April 3 


Cleveland, O., Feb. 23.—The most 
aggressive advertising campaign ever 
waged by the refrigeration depart- 
ment of General Electric Company 
will support a nine-week sales cam- 
paign to open April 3, M. F. Mahony, 
national merchandising manager of 
the department, announced during a 
sales convention here. 

Newspapers, direct mail, radio, 
outdoor and other mediums will be 
used, Walter J. Daily, advertising 
and sales promotion manager, said. 
Mr. Daily dramatized the advertis- 
ing with motion pictures and slides. 

P. B. Zimmerman, general man- 
ager of the appliance sales and re- 
frigeration departments, said 1933 
quotas will be reached if the G-E 
creed is followed: 

“We believe, above all else, in the 
sales specialist. We believe, more 
firmly than ever, in closed territories. 
Our belief is reconfirmed in morning 
sales meetings. 

“We believe the salesman receives 
inspiration for the day by first visit- 
ing a user. We believe the sales- 
man’s morning should be devoted to 
canvass. We believe the afternoon 
should be devoted to follow-ups and 
user calls. 

“We believe the salesman should 
make one or more night demonstra- 
tions in the home.” 


Sponsors Competition 


American Walnut Manufacturers 
Association, Chicago, is sponsoring a 
competition among furniture design- 
ers for designs of a bedroom and din- 
ing room suite made from walnut. 


Cook Makes a Change 


B. Frank Cook, formerly with 
Frost, Landis & Kohn, Atlanta news- 
paper representaties, has been ap- 
pointed Atlanta manager of Bryant, 
Griffith & Brunson. 


Harry Russ Dies 


Harry B. Russ, publisher of Inter- 
America, and at one time publisher 
of Pacific Investor, died at San Ra- 
fael, Cal., Feb. 11. He was 53 years 
old. 


“Heat Treating” Suspends 


Heat Treating and Forging, Pitts- 
burgh, Pa., has announced a suspen- 
sion for six months, beginning with 
the February, 1933, issue. The next 
issue will be published in August. 


Gillette Papers Merge 


Engineering and Contracting has 
been merged with Roads and Streets. 
Both are published by Gillette Pub- 
lishing Company, Chicago. 


SCHEME TO FIND 
CIRCULATION OF 
RADIO OUTLINED 


(Continued from Page 1) 


accurately by means of a field in- 
tensity survey which measures the 
station’s signal and determines the 
minimum point in signal strength 
which will still allow ample loud 
speaker volume. These signals are 
measured in the daytime when the 
signal is the weakest, assuring 
good reception throughout the broad- 
casting hours. 

“This satisfactorily disposes of the 
coverage side of radio circulation. 
The popularity side is not so easily 
determined, but can be gauged to 
very close dimensions by the co- 
operation of national advertisers and 
advertising agencies in the following 
manner: 

“If advertisers and agencies who 
analyze their mail returns and sales 
results from broadcasts would as- 
semble the data in standardized form 
and forward it to both the station 
and the central auditing agency, 
there will soon be developed a defi- 
nite rating of station effectiveness 
enabling the advertiser to judge the 
standing of competing stations, as 
well as the effectiveness of any in- 
dividual station as determined by the 
performance record of the most ef- 
fective station figuring in the broad- 
cast. 

Seek Independent Agency 


“It is logical that this can best 
be done by having the data clear 
through an independent agency, 
which would certify the advertisers’ 
reports and forward them to each 
station concerned. When enough of 
these exhibits have been established, 
an advertiser will be greatly assisted 
in laying out radio campaigns by 
referring to this information.” 

The disinclination of advertisers to 
make sales figures public would not 
affect the operation of the plan, ac- 
cording to Mr. Neff. 

“The advertiser would assign the 
base figure of 100 to the most effi- 
cient station carrying his program 
and give the results from the other 
station in percentages,” he explained. 

“The plan is highly practical from 
the standpoint of low cost and use- 
ful information. Its effectiveness de- 
pends entirely on the cooperation of 
national advertisers and their agen- 
cies. There is enough data in the 
files of leading agencies right now, 
if assembled and coordinated, to have 
such a bureau operating efficiently 
within a month.” 


New Plan Makes 
Available Funds 
For Home Repair 


Washington, D. C., Feb. 23.—Cam- 
paigns designed to help home owners 
make necessary repairs and thus cre- 
ate employment and aid sales, which 
are under way here and in Philadel- 
phia, as well as in other eastern 
cities, are creating much interest in 
advertising circles. 

Under the plan in operation here, 
which is similar to that in use in 
cther cities, the District Bankers’ 
Association has organized a pool of 
$500,000, from which small loans for 
home renovation, repair and remodel- 
ing may be made. 

The local campaign, which has the 
hearty endorsement of bankers, busi- 
ness men and the public, is operated 
under the name of Renovise Wash- 
ington Campaign, and provides loans 
up to $500. 

Printed statements of the detailed 
plan, as well as applications for 
loans, are available. Applicants must 
be home owners with an equity in 
the property, and must have taxes 
and mortgage interest paid to date. 
If the applicant is not a depositor in 
the bank from which he seeks a loan, 
he must secure the endorsement of a 
depositor. 
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ADVERTISING AGE 


7;000,00 


Consumers in the 


Who are they? How many men? 
Women? Children? 

What do they wear? 

What do they eat? 

Where do they buy and how often? 
How much do they pay? 

What newspapers do they read? 

What magazines? 

What do they own—automobiles, radios, 
vacuum cleaners, electric refrigera- 
tors, electric washers? 

How old are these household conveniences? 


THE Polk Consumer Census answering these and 
myriad other questions, reveals for the first time, every 
significant advertising, sales and market fact—neigh- 


borhood by neighborhood—for all boroughs in New 
York City, the greatest single market in the country. 


Available now, the Polk Census tabulates and cross- 
tabulates 140 definite facts gathered in the home from 
the woman head of the family, who spends 85% of 
the family income and knows where the rest goes; an 
accurate, unbiased study—not a mere survey—of the 


buying habits and preferences of 1,752,000 families. 


Never before has such complete information in 
such exhaustive detail been available for the solution 
of production, distribution and sales promotion prob- 
lems. Gathered by trained interviewers and tabulated 
by machine, the facts are definite guides to price lin- 
ings, own and competitors’ sales positions, market 
saturation and replacement opportunities—all by 


neighborhoods. 


The New York consumer study is the outstanding 
achievement in the gigantic nation-wide Polk Census 
which has already completed 20% of the national pro- 
gram and eventually will cover 70% of the American 
market. In every city, the Polk reports have been of 
tremendous value, and have been purchased not only 
by manufacturers, distributors and retailers, but by 
newspapers for the guidance of retail advertisers. 


R-L.-POLK & COMPANY 


KEYS: 3G 7 Bee tT F 


In one neigborhood, 38.6% of the people prefer a certain brand 
of tooth-paste, while in an immediately adjacent neighborhood, the 
same tooth-paste is preferred by only 6.4% of the people. 

In one whole borough, 28% of the people either have no choice or do not buy any 
tooth-paste. 

In one neighborhood, 44% of the chief wage earners of families are women. 

39% of the homes in one borough are still heated by stoves. 

In one borough 91% of the families do not own automobiles, and 21% of those 
owned are over 4 years old. 

Only 7% of the families who prefer “A” store as a department store, buy their shoes 
in that store. Less than 1% of the families who prefer another store as a department 
store, prefer it for furniture. 

One well-known department store spent 70% of its shoe promotion appropriation 
advertising women’s shoes for $5 or less in a newspaper, 69% of whose reading families 
pay more than $5 for women’s shoes. The same store spent a substantial portion of its 
budget advertising $5 to $7.50 millinery in a newspaper, 54% of whose families spend 
less than $5 for women’s hats, and 25% pay more than $7.50. 

Actually 140 such factors are revealed in the utmost detail, enabling price lines to be 
established, actual size of market determined, competitive position ascertained, replace- 
ment opportunities revealed, advertising campaigns and solicitations to be conducted 
with full confidence of success. 


R. L. POLK & COMPANY Eateblished 1870 


Operating 52 subsidiary companies and 75 offices under 9 divisional head- 
quarters. 


Publisher of more than 85% of the American city directories. 


Publishes 24 State Gazetteers, numerous Blue Books, Trade Directories, 
the universally known Polk's Bankers’ Encyclopaedia, and numerous mis- 
cellaneous publications. 


Compiler of Polk Automotive Reports, revealing automotive sales possi- 
bilities and performance, by counties, which are accepted by the industry as an 
authoritative guide and have been of enormous value to it in its tremendous 
growth. 


Furnisher of Polk Business Census Reports to the Office Appliance Industry. 


Equipped with the latest automatic tabulating and statistical machines, for 
swift and accurate compilation of figures. 


A country-wide, entirely independent and unbiased fact-finding organiza- 
tion, now conducting the first complete study of national consumer markets. 
Known to practically every manufacturer who uses commercial data. 


431 HOWARD STREET, DETROIT, MICH. 
466 CHANIN BUILDING, NEW YORK CITY 
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February 25, 1933 


SUGGEST BEER 
WILL BE SOLD 
NUTOMATICALLY 


Chicago, Feb. 23.—The bright pros- 
pects for beer have revived interest 
of operators in vending machines, it 
was indicated at the convention and 
exposition of the Coin Machine Manu- 
facturers’ Association at the Sherman 
Hotel this week. 

Famill Corporation, New York, dis- 
played a beer dispenser which fills a 
mug half full of any desired liquid 
for five cents. Near beer was used 
for demonstrations and there was a 
bowl of pretzels nearby to heighten 
enthusiasm. 

The same company has developed 
a machine which hands out a small 
book of fiction for five cents. 

A vast preponderance of the ma- 
chines on display were of the amuse- 
ment variety, however. No less a 
personage than Lee S. Jones, pres- 
ident of the Coin Machine Manufac- 
turers’ Association, labeled the 
amusement field as depression-proof. 

While in some cases, operators 


have been forced to replace the 
nickel machine with the penny type, 
the depression apparently has height- 
ened the demand for entertainment 
and some spectacular profits were 
pocketed in 1932. 

One expert said too many manu- 
facturers have used the vending ma- 
chine ill-advisedly, attempting to sell 
a product which in itself was im- 
practicable. 

“There are splendid legitimate pro- 
fits to be made in the vending ma- 
chine field,” he said, “but they will 
be made only by careful selection of 
the products to be sold and by creat- 
ing a strong organization to give 
service. There will be no overnight 
successes in this highly specialized 
field.” 


Lee Spends $60,000 

George H. Lee Company will spend 
$60,000 on advertising its poultry 
feeds and remedies this year, under 
the direction of Earl Allen Agency, 
Omaha, Neb., which has handled the 
account for 15 years. Much direct 
mail will be used, while The Coun- 
try Gentleman, Farm Journal and 
Poultry Tribune will get the bulk of 
the magazine appropriation. 


Names Representatives 


Fancher & Van Ornum, Chicago, 
have been named representaives of 
Advertising Aids, Saginaw, Mich. 


Cunningham Tells 
of Mail Order Copy 


G. W. Cunningham, general mail 
order sales manager, Sears, Roebuck 
& Co., Chicago, described the opera- 
tion of a mail order advertising de- 
partment before the meeting of Wo- 
man’s Advertising Club of Chicago 
Feb. 21. 

Mail order advertising is the hard- 
est type of all, he said, because each 
piece of copy must stand on its own 
legs, and must produce definite re- 
sults. 


National Biscuit 


in Coast Campaign 


National Biscuit Company has 
started a Pacific coast newspaper 
campaign for Snow Flake Soda 
Crackers, a western product, with 
copy emphasizing the value of fresh- 
ness in foods, and explaining how 
Snow Flake crackers can be deliv- 
ered in perfect condition. 

Botsford, Constantine & Gardner, 
San Francisco, are in charge of the 
campaign. 


Radio Stars Talk 


Francis X. Bushman, Bob White 
of Bob White Productions, Inc., Chi- 
cago, John C. (Fu Manchu) Daly, 
and Mrs. Bob White, all well known 
radio stars, provided the talent for 
a joint meeting of Milwaukee, Wis., 
Advertising Club and Women’s Ad- 
vertising Club of Milwaukee, Feb. 23. 


YOU Apvernismc MEN 


Creciling the desire to- 
buy seems to be an cary 


job JO? YOU vee wee ove 


you and your clit 


make 


It all depends on whether you have 


covered the vital POINT OF SALE in 
your advertising planning. If you greet 
the eye of the consumer at the point of 
sale with an ING-RICH Enameled Sign, 
you have achieved a most important 
link to modern merchandising. 

An Ing-Rich Enameled Sign tells your 
consumers WHERE TO GET IT... 
it serves as a constant reminder... it 
is a permanent and imperishable kind 
of advertising that paves the way for 
greater and more effective sales. 

Our booklet ‘‘Fadeless Publicity’’ de- 
scribes the ING-RICH Enameling Pro- 


cess and suggests many effective ways 
of using ING-RICH Advertising Signs to 
the greatest advantage,— may we send 


you a copy? 


ENAMELED 


SIGNS 


INGRAM-RICHARDSON MANUFACTURING COMPANY 
BEAVER FALLS-PENNA. 


Standard 


1932 1933 
Atlantic Monthly ..... 7,098 6,134 
Current History ...... 2,646 3,470 
EE en ns os ckeh sc bese 8,985 6,375 
Golden Book .........-> 4,144 2,462 
BOPPON ES 20. cccccsceces 9,891 8,210 
Review of Reviews.... 11,488 7,566 
ScribMEr’sS ..cvcccccvees 6,772 5,070 
Total Broup ...-ce0% 51,024 39,287 
General 
DOO ccccccsecvese 25,368 21,603 
American Boy .......-. 6,481 5,579 
American Girl ........ 3,326 2,385 
American Golfer ...... 8,722 3,425 
American Home ....... 11,170 6,103 
Arts & Decoration..... 12,754 6,081 
A: ona eek de bis ak bine Ke 3,024 3,132 
Better Homes & Gardens 17,806 14,638 
PE SAUD oscccsecease 7,729 9,322 
SE en n.d 40bieé 000s 5,559 3,668 
Christian Herald ...... err 9,838 
College Humor ........ ae 6,270 
Cosmopolitan ......... 22,769 21,521 
CE REO 6 6:620008 56 19,075 11,893 
WPOGCURS  cocccccvessecs 31,363 26,149 
Futura Publications vee 7,308 
Golf Illustrated ....... er 5,789 
Home & Field ......... 14,510 5,800 
House & Garden ...... 27,431 13,587 
House Beautiful ...... 10,460 9,779 
BROEPEBEOE ccc ce cccsene ccxe Se 
PE -tetbiins is ae eke 13,474 5,514 
St ‘ceeceoardascivees 8,634 6,201 
Modern Mechanix ..... 11,601 8,697 
Motion Picture ....... 11,346 13,796 
Movie Classic ......... : 13,667 
National Geographic .. 6,027 4,214 
Nation’s Business ..... 20,625 12,982 
SS errr eee 4,107 4,535 
EOS ere ere 15,353 14,509 
Physical Culture ...... 19,376 12,976 
Serer ee 8,043 
Popular Mechanics .... 20,607 13,168 
Popular Science ....... 13,585 9,038 
OS PTT eT ee 14,508 14,048 
PT ee 3,205 2,479 
Scientific American .... 3,750 3,755 
a, eee seas 7,601 
Silver Gereen ......... pad 6,834 
og) er 10,964 9,471 
SN 6 0ns se Chee wake ease 31,192 16,534 
BEE sedans phi le koe nw 7,156 8,257 
True Confessions ...... 8,966 7,014 
True Detective Mysteries ... 3,494 
True Romances ....... ee 8,152 
WHS PE vedenevxess 20,306 14,352 
ZOCAL SIGE icc ckices 472,329 438,228 
Women’s 
eer er Ceres 32,366 28,744 
PRSMOrae Wile 60000 s0 14,196 13,630 


FEBRUARY ADVERTISING LINEAGE IN MAGAZINES 


1932 1933 

Good Housekeeping ... 48,497 40,473 
Harper's Bazaar ....... 43,085 31,948 
BIOMBRES 2 cccccccevces 9,858 11,210 
pe eee eee 13,928 15,279 
Ladies’ Home Journal... 54,020 51,353 
DTD civesecceeeess 3,990 47,082 
Needlecraft ...........- 5,691 6,363 
OE pa caw sb see nese 13,132 14,088 
Pictorial Review....... 23,243 20,843 
Tower Magazines .... ah 15,856 
i. 8, aoe 30,258 19,093 
WR ciiksn cbn0dnerace 58,752 37,093 
Woman’s Home Com- 

SOMIG i020 0.0 cee weeoes 48,330 40,644 
Woman’s World ....... 11,477 8,098 

Total group ........-. 450,823 410,797 

Outdoor 
Field & Stream ....... 7,286 5,812 
Fur-Fish-Game ....... 5,800 5,369 
Hunter-Trader-Trapper 6,376 5,461 
Hunting & Fishing.... 5,923 4,896 
National Sportsman ... 6,253 4,901 
OUMOMGOP BEALS oc ccccsess 5,406 4,543 
Sports Afield .......... 6,173 4,151 

Total SOUP voccccss 43,217 35,133 

Mail Order 
Blade & Ledger ....... 5,226 4,794 
ES ee a 6,736 7,942 
Gentlewoman ......... 4,539 4,020 
Good Stories .......... 5,936 6,690 
0. ES ee eee ee ree 17,736 16,618 
Hearth & Home ....... 5,936 6,690 
Home Circle .......... 3,938 2,944 


Home Friend ......... 
Household Management 


NE 55 240%o358:00% 3,575 3,457 
Illustrated Mechanics... 3,221 2,509 
Pt. Gethin ohbnt eos e oe 3,874 2,950 
*Pathfinder .......++:> 13,718 7,948 
Sovereign Visitor ..... 1,882 1,463 

POCA! BKOUP 2. cccscre 81,099 71,011 

Weeklies and *Semi- 

Monthlies 

American Weekly ..... 70,390 56,350 
Business Week ....... 1,999 12,759 
eee 62,083 42,751 
oo. ee eee 16,529 8,234 
OS A eee 25,362 17,613 
Literary Digest ....... 40,942 27,422 
OW FOPEOP .ncccsevce 73,062 58,206 
Saturday Evening Post.184,383 102,307 
WE. 6 bane ot ede nike d eae 51,433 62,701 
*Town & Country...... 37,998 20,573 

TOtA) GIOUD 66 60scccvs 584,181 408,916 


*January advertising. 
—The Advertising Record Company. 


BREWERS START 
ADVANCE DRIVE 
ON BEER FIEL 


4 


New York, Feb. 23.— Exhibiting 
manners and resourcefulness which 
speak well for the future of their 
industry, three famous New York 
breweries took space in the metro- 
politan edition of the March issue 
of Vanity Fair, out this week, to let 
the world know they will not be 
found wanting when a better day 
dawns. 

The harmony struck up by several 
editorial features and the brewery 
copy suggests that the publishers 
earried page proofs to the brewers 
with an invitation to kick over the 
barrier, a supposition that gains sub- 
stance from the fact that opposite 
pages were made up to carry smaller 
advertisements of related goods, 


such as cordial flavors, drinking 
gear, Dutch lunch accessories and 
Dachshundes. 


The cover is a striking still life of 
four glasses of beer, alcoholic con- 
tent not stated but easily guessed 
from the appetizing appearance. The 
back-ground is a red-checked table 
cloth. The name of the magazine is 
spelled out in pretzels at the top and 
the numerals ’33 at the bottom are 
also done with this delicacy. 

The issue carries an article by Joel 
Sayre contrasting the outright 
viciousness of the average closed 
saloon (speakeasy) with the short- 
comings of the old open saloon. In 
a half page headed by brief comment 
reiterating its stand on the prohibi- 
tion question, the magazine lists the 
many articles appearing in its pages 
the past three years, which indi- 
rectly or directly criticized the 
Eighteenth Amendment and advo- 
cated its repeal. 


Introduces a Slogan 
The ribbon streamer heading of 
the F. & M. Schaefer Brewing Co., 
lettered, “Our Hand Has Never Lost 
Its Skill,” tells that this advertiser 
thinks the circumstances warrant 


premature release of a slogan which 


will be very useful in the near 
future. The principal illustration is 
a glass of beer held in an upraised 
hand (Hoch!). 

A smaller illustration pictures the 
original plant built in 1842. Text is 
short, concluding with the pseudo- 
ambiguity, “This pioneer brewer is 
today preparing to supply you tomor- 
row with the beverage you so thor- 
oughly enjoyed yesterday.” 

Liebmann Brothers resorted to 
pictorial selling, limiting text to the 
heading, “Re-birth of the Beverage,” 
and “Since 1855” in small type in a 
lower corner. Apparently, someone 
around the advertising department 
is an anagram expert, as “Beverage” 
is made to appear as “beer age” by 
crowding the » and making it print 
so near the hue of the background as 
to be barely discernible. 

The theme of the advertisement 
expressed through art is that the sun 
is rising on the real stuff, Liebmann 
brand. The partly unpacked case 
occupying the foreground is stamped 
“1933,” and the labels on the bottles 
are piquantly unreadable in spots. 

The Peter Doelger advertisement 
reminds that the business was 
founded in 1859 when the Fifth Ave- 
nue Hotel opened its doors far up- 
town. The parting shot reads: 

“A fine beer then. A fine beverage 
today. And the old tang back again 
when Uncle Sam says the word!” 


Starts Chicago Paper 


Chicago Out of Towner Magazine 
will make its appearance in March, 
and will be distributed to persons 
buying transportation to Chicago. It 
will be published by Du Plane Com- 
pany, Ine., of which George C. 
Schneider is president. Dean Hodg- 
don, formerly general manager of the 
Bureau of Broadcasting, Chicago, is 
vice-president and general manager. 


Jell-Well in New Drive 


Jell-Well Dessert Company, Los An- 
geles, Cal., has launched a new series 
of newspaper advertisements featur- 
ing the signed copy of Helen Bob- 
zien, consulting dietitian. Lord & 
Thomas, Los Angeles, are in charge. 


Forms Boston Agency 


James T. Chirurg, formerly a part- 
ner in K. R. Sutherland Company, 


has opened an agency under his own 
name at 80 Boylston St., Boston. 
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RADIO LISTINGS 
ARE PROSCRIBED 
BY PUBLISHERS 


Inland Press Calls Them 
Advertising 


Chicago, Feb. 22—The 250 mem- 
bers of the Inland Daily Press Asso- 
ciation will ban radio programs from 
their columns, except as paid adver- 
tising, if they conform to a resolu- 
tion adopted at their annual meeting 
today. 

The resolution was presented fol- 
lowing an address by E. H. Harris, 
publisher of the Palladium, Rich- 
mond, Ind. Besides recommending 
that radio programs be classified as 
paid advertising and accepted only 
as such, Mr. Harris described efforts 
being made to restrict broadcasting 
of news. 


The resolution said: 


Called Advertising 


“Whereas the daily programs of 
radio broadcast stations offered to 
newspapers for publication as news 
really are nothing more nor less 
than advertising; and 

“Whereas, there appears to be no 
sound reason for the treatment of 
such programs other than as adver- 
tising, be it 

“Resolved, that it is the sense of 
this association that in the future 
newspapers should not publish such 
programs free of charge and should 
publish them only as advertising 
matter to be paid for as other ad- 
vertising is paid for.” 

Another resolution put the asso- 
ciation on record as being opposed 
to the principle of circulation guar- 
antees unless provision is made for 
payment for excess over the guar- 
antee. 

Discuss Chain Stores 


A preliminary report on newspa- 
per and chain store relations rejected 
the proposition that lower rates are 
the key to the problem. Closer con- 
tact between chain managements and 
publishers was urged as the solu- 
tion to lack of harmony and pres- 
sure for lower rates. 

Mr. Harris, the speaker on radio, 
is chairman of the radio committee 
of the American Newspaper Publish- 
ers Association as well as that of 
the Inland Daily Press Association. 
He said it would be poor policy for 
newspapers and broadcasters to be- 
come involved in a serious conflict 
on questions affecting the public in- 
terest. 

For this reason, the A. N. P. A. 
suggested appointment of a commit- 
tee to iron out any differences of 
opinions with broadcasters. 

This does not mean that news- 
papers feel they are charged with 
maintaining the prosperity of radio, 
however. 

“There is no more reason why 
newspapers should publish radio 
programs,” said Mr. Harris, “than 
there is for them to list outstand- 
ing articles in magazines or print a 
directory indicating where the most 
attractive outdoor advertising may 
be found.” 


Seeks Ban on News Broadcasts 


He asserted that news broadcast 
via the ether is frequently misunder- 
stood. He made these recommenda- 
tions: 

1. That each national news-gath- 
ering organization establish rules 
regulating and_ restricting broad- 
casting of news by its clients. 

2. That no news be broadcast ex- 
cept that of transcendent impor- 
tance, when released through indi- 
vidual newspapers over local sta- 
tions, and then only in the briefest 
bulletin form. 

3. That in order to safeguard the 
facts given in the broadcast, and to 
prevent distortion, Congress be 
urged to authorize the Federal 


Radio Commission to prohibit the 
use of the air for news broadcasting, 


except where the message is re- 
peated word for word, with credit 
to the newspaper and news service 
responsible for the story. 

Mr. Harris added that less than 
15 per cent of newspapers own radio 
stations or have direct connections 
with them, but this 15 per cent sup- 
ply every state in the Union with 
news. 

He warned the association that 
there are indications that the news- 
paper must get more of its revenue 
from circulation and less from ad- 
vertising. 

A round table held in private dur- 
ing the convention indicated that 
fewer newspapers are now publish- 
ing radio programs than is generally 
supposed. The number is less than 
50 per cent of the membership of 


the Inland Daily Press Association, 
it was said. 

Only 1.5 per cent of the members 
have inaugurated discounts for vol- 
ume in the national advertising 
field, it was reported. 

An important project to be taken 
up by the secretary is standardiza- 
tion of newspaper service to national 
advertisers. A special committee 
will be placed in charge of this 
work. 

C. R. Butler, Free Press, Mankato, 
Minn., was elected president of the 
Inland Press Association, succeeding 
A. O. Lindsay, Herald Whig, Quincy, 
Ill., who becomes a director. 

Other new directors are Verne E. 
Joy, Sentinel, Centralia, Ill.; Hal S. 
Davis, Minot, N. Dak., and J. S. Gray, 
Monroe, Mich. 


To Syndicate Paper 


for Store Promotion 


McGreevey, Werring & Howell, Inc., 
New York, will begin publication in 
March of an 8-page magazine, 
“News,” to be distributed gratis by 
department stores to their customers. 

The publication will carry advertis- 
ing of lines sold by the distributors 
and editorial matter on clothing and 
home furnishings. The name of the 
local merchant who circulates the 
pepe: will be imprinted. 


Heads Publicity Group 


Cc. C. Younggreen, executive vice- 
president, Reincke-Ellis-Younggreen 
& Finn, Chicago, has been appointed 
chairman of the publicity committee 
for the 1933 meeting of Advertising 
Federation of America. 


Leonard Uses Direct 


Mail for Water Coolers 


Leonard Refrigerator Company, 
Detroit, is launching an intensive di- 
rect mail campaign, addressed to the 
trade, to introduce a complete new 
line of electric water coolers, de- 
signed for office and commercial use. 

This is a departure from the com- 
pany’s policy of building only re- 
frigerators for household use. Brooke, 
Smith & French, Inc., Detroit, is the 
agency. 


Hotel Tries New Plan 


Bismarck Hotel, Chicago, is using 
space in 40 publications to announce 
a reduction in rates effective from 
the appearance of the copy to May 31, 
1933. After that date rates will auto- 
matically revert to their former level. 
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Fellows Leaves Motor 
Field to Join “Spur” 


The Spur, New York, has appointed 
Waldo E. Fellows representative for 
Michigan, Ohio and Indiana, with 
headquarters in the General Motors 
Bldg., Vetroit. 

Mr. Fellows was connected with 
the Oakland-Pontiac Division of Gen- 
eral Motors for seven years, serving 
first as advertising manager and 
later as assistant general sales man- 
ager. More recently, he has been 
associated with the Pierce Arrow Mo- 
tor Car Company as advertising 
manager. 


Three Name Skinner 


Advertising of Duncan Coffee Com- 
pany, Houston; Realshine Company, 
Galveston, and Houston Ice & Brew- 
ing Company, Houston, has _ been 


placed with Jay H. Skinner Adver- | nei 
decision, 


tising Agency, Houston, Tex. 


Hudson Has New Program 


Hudson Motor Car Company will 
sponsor a “dancing party” program, 
featuring B. A. Rolfe’s orchestra, 
_ N. B. C. hook-up, starting Feb. 
5. 


Eg py, ey, 
'VE FOUND 
waa THE BEST 
HOTEL VALUE 
IN NEW YORK 
CITY 


Just think... mod- 
ern, new hotel, in the 
heart of New York— 
200 feet from Broad- 
way on 45th Street. 
A roomand bath for one, 
$2.50; for two, $3.50. 


/ It's the 


‘A\M\ PICCADILLY 


45th STREET end BROADWAY @ NEW YORK 
William Madlung, Mng. Dir. 


COURT DECISION 
CLOSES 6 STATES 
TOCOFFEE BRAND 


Calpak Can't Sell Del Monte 
Coffee in West 


San Francisco, Cal., Feb. 24.—A 
court decision handed down here 
this month creates one of the strang- 
est situations in the history of na- 
tional food-product advertising. The 
coming from the United 
States Circuit Court of Appeals, is 
the most recent in the long con- 
troversy between California Packing 
Corporation and Tillman & Bendel, 
Inc. 

It provides, in effect, that Calpak 
may sell its Del Monte coffee every- 
where in the United States except in 
California, Oregon, Washington, Mon- 
tana, Nevada and Arizona; Tillman 
& Bendel may sell their own brand 
of Del Monte coffee in those six 
states, but not elsewhere. The joker, 
of course, lies in the fact that Calpak 
has for many long, expensive months 
been advertising its coffee nationally. 


New Campaign Started 


Even now an aggressive new 
campaign is under way, using a half- 
dozen national women’s magazines. 
The theme of the new campaign, 
heavily emphasized, is Calpak’s new 
scientific grind, Ortho-Cut, which 
“for the first time actually lets the 
home coffee-maker get the full flavor 
out of coffee no matter what type of 
coffee pot she uses.” It is “an ex- 
clusive Del Monte steel-cut process 
that produces a scientifically accur- 
ate and uniform granulation suitable 
for best results with any method of 
coffee preparation”; it provides ‘30 
to 50 per cent more coffee flavor.” 
But unless this latest court decision 
is carried to higher authority and 
there reversed, it looks as if the new 
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Typical copy in national magazines for California Packing Corpora- 
tion's Del Monte coffee, stressing verthe-eut.” 


Calpak advertising would be to a 
considerable extent wasted. 
Agreement Was Made 


Tillman & Bendel, Inc., has been 
producing coffee under the Del 
Monte brand-name for many years. 
When California Packing Corpora- 
tion was formed, an arrangement 
was made with Tillman & Bendel 
regarding the use of “Del Monte” on 
food products. When Calpak brought 
out and widely advertised its Del 
Monte coffee two years ago, the legal 
arguments began; Calpak claimed 
that its right to the brand name, 
fortified by years of national adver- 
tising, extended beyond vegetables 
and fruits—Tillman & Bendel 
claimed that the Calpak rights 
stopped with vegetables and fruits, 
that their venerable, regionally-dis- 
tributed Del Monte Coffee _ still 
carried their exclusive brand-name, 
for coffee. Eventually, Tillman & 
Bendel were perpetually enjoined 
from using the name on their coffee. 

Undismayed, they continued to 
produce a variety of brands (includ- 
ing “Rajah,” “Peacock,” “Golden 
Star,” “Mandalay,” and “Tillman's 
Quality” coffees; and “Java Garden” 
tea) and appealed the case. Follow- 
ing the recent decision, Fred A. Till- 
man told ADVERTISING AGE that his 
firm was prepared to start producing 
Del Monte coffee again on a mo- 
ment’s notice, but that nothing would 
be done until final supplementary 
hearings had been held regarding 
details of the label. 


Aggressively Advertised 


The history of Calpak’s coffee 
advertising is one of periodic, well- 
aimed national campaigns. Intro- 
duced into a highly competitive field 
in 1931 with an appropriation esti- 
mated at $500,000, the new product 
was first advertised as a companion 
item tied up in quality appeal with 
the familiar Del Monte foods. A 
newspaper campaign late in 1931 
featured cartoons and pointed copy, 
designed to puncture the specific 
claims. of competitors, emphasizing 
essential coffee goodness as against 
the details of freshness, vacuum- 
packs, rancidity, dated delivery, and 
so forth. A year later, Calpak coffee 
copy elaborated on this theme in a 
new campaign which showed photo- 
graphs of disagreeable individuals, 
quoting them as in favor of coffee 
sentiments recognizedly derived 
from competitors’ claims. Now Cal- 
pak at last takes a strongly affirma- 
tive copy attitude, in featuring its 
new Ortho-Cut process — and simul- 
taneously has a large portion of its 
market taken away. — 

The San Francisco office of Me- 
Cann-Erickson, Inc., is the California 
Packing Corporation’s agency. 


Costikyan to Agency 


Kent R. Costikyan, formerly adver- 
tising manager of Kent-Costikyan, 
Inc., rug and carpet importers, has 
joined Metropolitan Advertising Com- 
pany, New York. He will continue 
to handle the advertising of his for 
mer company, through the agency. 


Dairy Names Agency 


Advertising of Dairy Delivery 
Company, San Francisco, has been 
placed with the local office of Mce- 
Cann-Erickson, Inc. 


C hattanooga is 


Picked for ’33 
S.N.P.A. Meet 


Nashville, Tenn., Feb. 22.—Selec- 
tion of Chattanooga, Tenn., for the 
1933 convention of the Southern 
Newspaper Publishers Association, 
June 26-28, was a feature of the ac- 
tion at the mid-winter meeting of 
the association’s board of directors 
here this week. 

Out of the last 18 annual conven- 
tions, 15 have been held at Asheville. 
N. C. This year a survey of the mem- 
bership indicated the desire of a 
large number to attend and Chatta- 
nooga was selected because of its cen- 
tral location with reference to the 
fourteen states in S. N. P. A. terri- 
tory. 

Reports show a healthy status for 
the association with several new 
members. Reports giving the status 
of legislation in Washington affect- 
ing a proposed tariff on newsprint 
paper in the shape of compensatory 
duties; radio lottery advertising and 
beer and wine advertising, were dis- 
cussed by the board. Developments 
between radio and newspapers were 
considered with indications of strong 
representations to be made by pub- 
lishers from all sections at the an- 
nual meeting of the Associated Press 
in New York in April. 

The board members were guests of 
James G. Stahlman, publisher of the 
Nashville, Tenn., Banner, and presi- 
dent of the association. 

Besides President Stahlman and 
Secretary-Manager Cranston Wil 
liams, members of the board present 
were Chairman Clark Howell, Jr., At- 
lanta, Ga., Constitution; Treasurer 
Walter C. Johnson, Chattanooga, 
Tenn., News; Directors J. E. Chap- 
pell, Birmingham, Ala., News and 
Age-Herald; K. A. Engel, Little Rock, 
Ark., Democrat; Emanuel Levi. 
Louisville, Ky., Courier-Journal and 
Times; L. K. Nicholson, New Or- 
leans, La., Times-Picayune; J. lL. 
Horne, Jr., Rocky Mount, N. C., Tele- 
gram; FE. K. Gaylord, Oklahoma City, 
Okla., Oklahoman and Times; Roger 
C. Peace, Greenville. S. C., News and 
Piedmont ; Adolph Shelby Ochs, Chat- 
tanooga, Tenn., Times; J. L. Mapes, 
Beaumont, Tex., Enterprise and Jour- 
nal; Powell Glass, Lynchburg, Va., 
News and Advance; J. H. Long, 
Huntington, W. Va., Advertiser and 
Herald-Dispatch. 

Howard W. Stodghill, Louisville, 
Ky., Courier-Journal and Times. and 
a director of the Audit Bureau of 
Circulations, was a guest of the 
board. 


Hoover Hails Borland 


President Hoover joined with 
scores of others prominent in public 
life in congratulating James B. Bor- 
land, 71, managing editor of the 
Franklin, Pa., News Herald upon 
completion of 55 years as publisher 
of the paper, Feb. 18. 


Si-Nok Appoints Central 


Si-Nok Company, Indianapolis, 
Ind., cold remedy, has placed its ad 
vertising with Central Advertising 
Corporation, Indianapolis. News- 


papers and other media will be used. 


RIVAL DAILIES 
JOIN IN PLAN 10 
CUT EXPENSE. 


Albuquerque, N. M., Feb. 21-—A 
new departure in newspaper produc- 
tion was made here yesterday when 
two newspapers, separately owned 
and editorially opponents, were pub- 
lished from a single plant under a 
joint business management. 

For years the Albuquerque Trib- 
une, a Scripps-Howard newspaper, 
and the Albuquerque Journal, owned 
by Thomas M. Pepperday, have been 
intense rivals in the New Mexico 
field. They have usually been on 
opposite sides of the political fence. 
But in this instance it is the depres- 
sion, and not politics, that has “made 
strange bedfellows.” 

Under an agreement reached be- 
tween the Scripps-Howard organiza- 
tion and Mr. Pepperday, the evening 
edition of the Journal, which had 
been published morning, evening and 
Sunday, was discontinued, and a new 
corporation, known as Albuquerque 
Publishing Company, jointly owned 
by the Journal and Tribune com- 
panies, was formed to take charge 
of the mechanical production and 
business administration of the morn- 
ing and Sunday Journal and the eve- 
ning Tribune. 

This corporation has no authority 
whatever over either editorial depart- 
ment, both continuing their present 
policies, while the Albuquerque Pub- 
lishing Company has consolidated 
the two business offices and the two 
mechanical departments. 

E. H. Shaffer continues as editor of 
the Tribune and representative of 
Scripps-Howard in New Mexico. H. 
P. Pickrell continues as editor of the 
Journal. Mr. Pepperday becomes 
president and general manager of the 
Albuquerque Publishing Company in 
charge of the business and mechani- 
cal departments. 


Use “Tribunc” Plant 


The two papers will be produced 
from the building of the Tribune, 
which is owned by Scripps-Howard, 
and which, with all its equipment, 
has been leased to the Albuquerque 
Publishing Company. The present 
plant of the Journal will be aban- 
doned as soon as necessary altera- 
tions are made in the Tribune plant. 

The circulations of the two papers 
are entirely separate. They will not 
be sold in combination. 

Advertising in the Journal and 
Tribune will be sold separately, or 
in optional combination, in both local 
and national fields by the Albuquer- 
que Publishing Company. 


Dealers Start Fight 


on Store Posters 


The Fifth Avenue Association, an 
organization of leading New York re- 
tailers, have voted to recommend 
municipal legislation prohibiting the 
use of large signs on store fronts call- 
ing attention to “liquidating,” “clear- 
ance” and “half-price” sales. 

The association contends such 
methods destroy consumer confidence 
and retard business generally. 


Gaughen on Committee 


John B. Gaughen, Detroit repre- 
sentative for Capper publications, 
and president, Adcraft Club of De- 
troit, has been named chairman of a 
committee to choose a name for a 
water carnival week, culminating in 
the Gold Cup Race, which will be 
held this summer. 


Names Needham & 


Grohmann for Hotels 


Advertising of Washington Prop- 
erties, Inc., including the Wardman 
Park hotel, Carlton hotel, Chastle- 
ton hotel and other properties in the 
capital city, has been placed with 
ao and Grohmann, Inc., New 
York. 


Club Appoints Gelwicks 

Advertising of Corona Park Golf 
and Country Club, Corona, L. I., has 
been placed with Harry R. Gelwicks 


Company, Long Island City, N. Y. 
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ADVERTISING AGE 


0-CEDAR WINS 
BEST PACKAGE 
AWARD FOR'32 


Committee Picks Winners in 
Ten Groups 


New York, Feb. 22.—O-Cedar Cor- 
poration, Chicago, was declared 
winner of the second Irwin D. Wolf 
award for “the most effective pack- 
age developed and placed on the 
market between Jan. 1, 1932 and Feb. 

| 15, 1933,” at a luncheon of National 
| Alliance of Art and Industry this 


A C Makes Splurge 


Over Cut in Price 


A C Spark Plug Company, Flint, 
Mich., will use the largest outdoor 
posting in its history during March 
to announce reductions averaging 20 
per cent in its entire line. Twenty- 
four sheets will appear in 180 cities. 
Spot radio announcements for one 
week, starting March 1 over 94 sta- 
tions; full pages throughout the 
month in Saturday Evening Post; 
an extensive trade paper schedule, 
and stepped-up mailings to dealers 
will complete the program. Camp- 
bell-Ewald Company, Detroit, is in 
charge. 


Promote Raw Milk 


Weekly space in local dailies is 
being used by 32 dairies in Omaha, 
Neb., to promote the use of raw milk. 


Lord & Thomas 
Buy Most Time 
On Radio Chain 


New York, Feb. 23.—Lord & 
Thomas bought more time for clients 
on National Broadcasting Company 
networks last year than any other 
agency, the current issue of Variety 
says. 

Net income obtained by NBC for 
time sales from leading agencies are 
given as: 

Lord & Thomas, $5,461,866; J. 
Walter Thompson Company, $3,080,- 
941; Batten, Barton, Durstine & Os- 
born, Inc., $2,005,102; Erwin, Wasey 
& Co., $1,345,245; Blackett-Sample- 


Hummert, $1,329,308; McCann-Erick- 
son, Inc., $1,154,540; N. W. Ayer & 
Son, $1,021,529; Benton & Bowles, 
$879,186; Campbell-Ewald Company, 
$659,067; Simpson Company, $600,- 
438. 

With Lucky Strike cutting down 
from three broadcasts each week to 
one, and other Lord & Thomas 
clients off the air, the publication 
predicts that J. Walter Thompson 
may gain first place in the 1933 
tabulation. 


Chryst in Detroit 


Theodore L. Chryst, formerly on 
the public relations staffs of Frigid- 
aire Corporation and the Geyer Com- 
pany, both of Dayton, O., has joined 
the publicity department of Brooke, 
Smith & French, Inc., Detroit. 


Cavalli With Reese 


Charles Root Cavalli, former resi- 
dent representative in the United 
States of British and French Vogue, 
and subsequently on the advertising 
staff of American Vogue, has joined 
Thomas H. Reese & Co., New York, 
as vice-president and director of 
fashion publicity. 


Leonora Booth in New Post 


Leonora Booth, formerly with 
United States Advertising Corpora- 
tion, has joined the Milwaukee staff 
ot Needham, Louis and Brorby, Inc., 
as art director. 


Schulz poset New Post 


Henry Schulz, for twelve years 
manager of the Advertising Club of 
New York, has been named director 
of the Progress Club, Newark, N. ps 


| week. The award went to this com- 


pany for its new containers for O- 
Cedar Wax Cream, a photograph of 
which appeared in the Jan. 7 issue 
of ADVERTISING AGE, 

The award, a hand hammered 
aluminum desk set, will be given to 
a representative of the company at 
the package clinic to be held in con- 
junction with the Third Packaging, 
Packing and Shipping Exposition 
here next month, at which hundreds 
of entries in the contest will be 
shown. 

The winning package was designed 
by Simon de Vaulchier, and is manu- 
factured by Owens-Illinois Glass 
Company, Toledo, O. Ten honorary 
awards were made by American 
Management Association, sponsors 
of the exhibit, for groups or classes 
of packages. Winners were: 


Other Winners 


Tin containers, Devoe & Reynolds, 
Inc., for “Clean-All.” 

Visible display packages, Gnome 
Bakery, Inc., for Gnome Cranberry 
Bread. 

Paper bags and envelopes, Ben 
Nash Products Development Com- 
pany, for the Royal Jewel Gold Me- 
tallic paper coffee bag. 

Folding cartons, National Folding 
Box Company for A. P. W. toilet tis- 
sue. The art work on this package 
was done by McCann-Erickson, Inc. 

Canisters, Bauer and Black, for 
“The Cotton Picker.” The package 
label was designed by Gustav Jen- 
sen. 

Family of packages, Carter’s Ink, 
designed by J. Walter Thompson 


+ Company. 


Display containers, Johnson & 
Johnson, for “Drybak Band-Aid,” de- 
signed by Einson-Freeman Company. 

Packages displaying merchandis- 
ing ingenuity (a) regardless of adap- 
tation of art, Jenkins Brothers, for 
Jenkins Blue Target Jar Rings, de- 
signed by Batten, Barton, Durstine 
& Osborn, Inc.; (b) with a consider- 
ation of aesthetic aspects, Arthur S. 
Allen, for the Modess package. 

Shipping containers, Robert Gair 
Company, for “Gairpac,” the straw- 
berry shipping case. 

Miscellaneous, Cliquot Club, for the 
“Twin-pak” package, exhibited by 
Owens-Illinois Glass Company, de- 
signed and manufactured by Keyes 
Fibre Company, Inc. 

Honorary awards were also offered 
for wood containers, tubes and set- 
up boxes, but none of the entries, in 
the opinion of the jury, were of suffi- 
cient merit to receive a prize. 


The Judges 


Judges in the contest were Rich- 
ard F. Bach, Metropolitan Museum 
of Art; Kenneth Collins; Katherine 
A. Fisher, director, Good Housekeep- 
ing Institute; Harry L. Gage, presi- 
dent, American Institute of Graphic 
Arts; C. F. Kettering, vice-president, 
General Motors Corporation; 

Edward F. Molyneux, president, 
Art Directors Club; Dr. Paul H. 
Nystrom, professor of marketing, 
Columbia University; Harriet Sar- 
tain, dean, Moore Institute of Art, 
Science and Industry; and Marion C. 
Taylor, president, The Fashion 
Group. 

The award is offered by Irwin D. 
Wolf, secretary, Kaufmann Depart- 
ment Stores, Pittsburgh, vice-presi- 
dent, American Management Asso- 
ciation. 


‘ 


HEN you go home to your wife to- 

night, one of three women will greet 
you—and you don’t yet know which. It may 
be a woman who is filled with gaiety and 
happiness—anxious for an evening only with 
you. It may be a woman who is concerned 
only with the dinner she is preparing for your 
friends. Or it may be a woman absorbed in 
front of her mirror, catching every angle of 
herself in a new evening gown. 


Every woman is at least three women. 
Small use talking to one when either of the 
other two is uppermost. The wise husband 
does not tell his wife that her nose is shiny 
when she is bending over a hot stove. He 
does not bring up the advantages of a trip 
south when she is worrying over her baby’s 
temperature. And he would be well advised 
not to display any affection toward her when 
she is on the top rung of a ladder, hanging 
new curtains in the living room. 


Women think in related terms. Because 
the masculine world does not always recog- 
nize this, men have a habit of charging 
women’s varying moods up to mere caprice. 
But it isn’t caprice—if women did not keep 
their vast and variegated interests in differ- 
ent mental compartments they would soon 


be swampéd in a sea of detail. The three basic 


interests in any woman’s life are Romance, 
Her Home, Herself. And these three interests 
occur one at a time. 


Alone among women’s magazines, McCall’s 
recognizes not only these clear-cut interests, 
but the necessity for dealing with them sepa- 
rately. And so, every issue of McCall’s Maga- 
zine is now, in reality, three magazines in 
one. First comes McCall’s Fiction and News 


—the answer to woman’s eternal cry for ~ 


romance. Then comes a second four-color 
cover, to mark the beginning of the second 
Magazine—McCall’s Homemaking. And 
separating this from the third Magazine— 
McCall’s Style and Beauty—is still another 
four-color cover. All three, bound together as 
a unit, make up the new McCall’s. 


We made this change in publishing because 
we knew, from asking thousands of women, 
that it would make McCall’s a vastly more 
attractive and useful magazine to the mil- 
lions of women who read it every month. But 
an important by-product of the new McCall’s 
is now available to advertisers. For the new 
McCall’s offers to every user of its space the 
opportunity to correlate his copy with the 
surrounding editorial material to a degree 
impossible in old-style women’s magazines. 


He may now make use of the principle of 


every woman leads a TRIPLE LIFE 


related selling, already practiced by success- 
ful department stores. He need have no fear 
that his advertising may say the right things 
to the right woman at the wrong time. 


Radical? Only in the sense that it has never 
been done before. And an unprecedented in- 
crease in letters from the women on McCall 
Street has told us how right we were. McCall’s 
Magazine, 230 Park Avenue, New York City. 
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W. C. Shepherd Named 
Publisher of “Post’’ 


W. C. Shepherd, formerly manag- 
ing editor and later assistant to the 
publisher of the Denver Post, has 
been named publisher of that paper, 
succeeding Frederick G. Bonfils. 
owner and publisher, who died this 
month. 

The will of Mr. Bonfils, which dis 
poses of property estimated at $7,- 
575,000, provides for numerous be- 
quests and annuities to friends, rela- 
tives and employees, with the re- 
mainder of the estate going to the 
Frederick G. Bonfils Foundation, 
founded several years ago for re 
search in medicine and education. 


New Jersey Prize Given 


Doris W. Potter of Newark. a sen- 
ior at New Jersey College for Wo 
men, has earned the distinction of 
being the first woman to win the an- 
nual award of $100 given by New 
Jersey Press Association to the stu- 
dent of journalism who shows the 
greatest promise of usefulness in a 
newspaper career. 


ESSFUL 
S GUIDANCE 


Offers the ultimate in 
major executive accept- 
ance so necessary to 
advertisers of business 
products or services. 
Published by 


THE BRADSTREET CO. 


148 Lafayette Street, New Yorx 


The biggest thing in 


sales-pullers today 
Pictures Puzzles as 


Premiums... . 
® 


The largest producers 
of picture puzzles 
in the world... 


& 
EINSON-FREEMAN CO., INC. 


LITHOGRAPHER 


Spectalizing 


Ce NICLOW cere! 
store display 


LL eR a 
Star & Borden Aves., Long ts:and City, NEW YURK 


Color Ben Day Process 


Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 


LOCAL LINEAGE 
OFF IN JANUARY 


New York, Feb. 23.—Local lineage 
in newspapers in January, 1933, held 
up best in Philadelphia, as compared 
with the same month of 1932, the 
monthly tabulation of New York Eve- 
ning Post, covering newspapers in 30 
cities, indicates. 

Local lineage in that city was 87.5 
per cent of the January, 1932, figure, 
placing Philadelphia in the best rela 
tive position for the fourth consecu- 
tive month. 

Denver was next in order with 84.9 
per cent of its January, 1932, lineage, 
and Washington, D. C., was in third 
position with 84 per cent. 

The average of local lineage for 
the 30 cities listed was 72.4 of the 
January, 1932, figure. 

Of the 114 papers listed, 106 showed 
a loss in total lineage for the month, 
compared with the same month of 
the previous year, there were no 
comparisons on five publications, and 
three showed a gain. These were 
Philadelphia Record, Philadelphia 
Evening Ledger, and Baltimore Post. 


New York Women 
Plan Charity Bridge 


To increase its fund for needy 
members, Advertising Women of New 
York, Inc., will give a bridge party 
Feb. 28 at 8:15 p. m. at the Hotel 
Pennsylvania. 

Tickets are $1 and may be ob- 
tained from Florence Ficke, chair- 
man of the mutual fund, 10 East 40th 
St., or any member. 

The committee in charge of the en- 
tertainment comprises Bertha Bern- 
stein, Minna Hall Carothers, Mildred 
Kalifelz, Anna M. McLean, Marcia 
Meyers, Katherine Nelson, Laura 
Rosenstein and Ethel Turner. 


Skelly Oil to Sponsor 


Adventure Broadcasts 


Skelly Oil Company, Tulsa. Okla., 
is having a new radio serial, “The 
Air Adventures of Jimmie Allen,” 
transcribed in the sound studios of 
the World Broadcasting Company, 
Chicago. The serial, which will run 
five times weekly, deals with the ad- 
yentures of a flyer, and will be re- 
leased in the company’s territory 
shortly. 

C. E. Ball, Skelly advertising man 
ager, and Russell C. Comer Advertis 
ing Company, Kansas City, Mo., are 
in charge. 


Railroad Announces 
Tipless Dining Car 

Low-price, no-tipping dining cars 
have been placed in service on com- 
muters’ trains of the New York, New 
Haven & Hartford Railroad. 

Negro waiters in white jackets 
have been replaced with Negro wo- 
men in green uniforms. “Coffee and” 
is 15 cents and the top price is 80 
cents for a steak with fried potatoes. 


Students Write Copy 


The May Company, Denver depart- 
ment store, is allowing students in 
the advertising class at University of 
Denver to handle the copy writing 
and layout of its advertisement in 
the student paper. Each advertise- 
ment is prepared by a different stu 
dent, and copy includes the name of 
the writer. 


Joins Animated 


Homer H. Ingersoll, formerly plant 
manager of Williamson Manutfactur- 
ing Company, Chicago, and chief de 
signing engineer of Scene-In-Action 
Corporation, has been named chief 
engineer of Animated Advertising 


Displays, Inc., Detroit. 


JANUARY NEWSPAPER LINEAGE IN 30 CITIES 


THE HOME 


DISTRIBUTION— PLU 


distribution. Advertisers depending on this medium year after year know that 
our organization has the experience in and the intimate knowledge of the 
Chicago market which enable us to deliver THOROUGH distribution—PLUS 
dollar-saving aid in timing and directing campaigns and potent help in se- 
curing enthusiastic dealer cooperation. 


ADVERTISING CARRIERS 
20 EAST 8' ST. CHICAGO 


BIG 


There is no substitute for thor- 
« oughness in direct-to-the-home 


Ask for our Chicago survey, “The Market, Chicago.” 


City Nationa) Local Classified Total 
1933 1,461,062 4,364,173 1,239,730 8,145,812 
New York ......... 1932 1,939,270 5,984,124 1,536,685 11,024,706 
Diff —478,208 —1,619,951 —296,955 —2,878,894 
1933 651,076 1,697,402 709,968 3,438,610 
Chicago ........... 1932 $20,605 2,338,326 573,099 4,308,587 
Diff —169,529 —640,924 +136,869 —869,977 
1933 615,390 2,274,614 994,957 4,272,153 
Philadelphia ....... 1932 750,142 2,599,426 1,020,489 4,892,277 
Diff —134,752 —324,812 —25,532 —620,124 
1933 570,033 1,088,341 447,933 2,156,063 
ee errr eT 1932 732,214 1,555,092 543,928 2,920,582 
Df —162,181 —466,751 —95,995 —764,519 
1933 466,542 1,097,328 294,894 1,558,764 
Cleveland .......... 1932 588,678 1,326,477 438,523 2,353,678 
Diff —122,136 —229,149 —143,629 —494,914 
1933 438,730 1,128,380 447,585 2,015,305 
a re 1922 557,615 1,500,815 436,940 2,495,370 
Diff —118,885 —372,435 +10,645 —480,065 
1933 677,824 1,591,239 481,990 3,054,384 
eee 1932 744,677 2,394,589 594,723 4,187,037 
Diff —66,853 —803,350 —318.788 32,655 
1933 525,496 1,311,153 456,943 
Tee eee 1932 681,386 1,632,672 578,300 
Diff —155,890 —321,519 —121,357 
1933 ~ 670,292 1,553,510 689,360 2,913,162 
Los Angeles........1932 881,118 2,184,196 994,224 4,059,538 
Diff —210,826 —630,686 —304,864 —-1,146,376 
: 1933 306,154 $10,999 233,763 1,550,449 
Buffalo ............ 1932 343,104 1,139,183 284,326 2,059,670 
Diff —36,950 —328,184 —50,563 —509,221 
: 1933 656,751 953,878 569,477 2,180,106 
San Francisco...... 1932 951,815 1,469,431 744,021 3,165,267 
Diff —295,064 —515,553 —174,544 —985,161 
1933 409,391 675,177 189,744 1,274,312 
Milwaukee ........ 1932 556,973 950,325 256,155 1,763,453 
Diff —147,582 —275,148 —66,411 —489,141 
1933 508,426 1,768,679 690,091 2,967,196 
Washington ....... 1932 719,927 2,104,333 751,911 3,576,171 
Diff —211,501 —335,654 —61,820 —608,975 
iets 1933 403,690 1,149,414 294,084 1,847,188 
Cincinnati ......... 1932 494,396 1,444,044 405,818 2,344,258 
Diff —90,706 —29 4,630 —111,784 —497,070 
1933 348,728 1,300,226 530,126 2,186,190 
New Orleans....... 1932 449,320 1,705,970 440,921 2,632,675 
Diff —100,592 —405,744 +89,205 —446,485 
1933 376,864 1,024,178 267,232 1,691,329 
Minneapolis ....... 1932 563,086 1,414,321 315,168 2,315,900 
Diff —186,222 —390,143 —47,936 —624,571 
«19388 295,654 651,332 345,971 1,428,863 
ee re eee er 1932 411,341 891,442 441,434 1,962,643 
Diff —115,687 —-240,110 —95,463 —533,780 
1933 332,127 961,035 343,320 1,636,482 
Indianapolis ....... 1932 379,650 1,169,571 512,259 2,061,480 
Diff —47,523 —208,536 —168,939 —424,998 
_ 1933 206,406 614,545 254,730 1,163,578 
ee 1932 224,857 723,983 320,827 1,408,497 
Diff —18,451 —109,438 —66,097 —244,919 
1933 275,002 874,035 233,944 1,382,981 
Providence ........ 1932 372,791 1,169,010 295,781 1,837,582 
Diff —97,789 —294,975 —61,837 —454,601 
1933 259,821 965,372 273,138 1,498,331 
Columbus .......... 1932 375,342 1,378,632 327,164 2,081,138 
Diff —115,521 —413,260 —54,026 —582,807 
1933 274,458 818,452 203,505 1,297,717 
Lowleville ......... 1932 394,881 1,215,957 263,032 1,875,514 
Diff —120,423 —397,505 —59,527 —577,797 
—. 338,268 877,772 188,006 1,404,046 
i SE, cs eh askatse 1932 441,350 1,121,232 235,004 1,797,586 
Dift —-103,082 —243,460 —46,998 —393,540 
1933 259,890 502,694 308,903 1,071,487 
ct rn ore 1932 323,160 784,359 431,291 1,538,810 
? Diff —63,270 —281,665 —122,388 —467,323 
a 1933 160,386 645,830 198,557 1,064,173 
Oeics 6625 case 1932 191,964 832,167 222,001 1,379,059 
Diff —31,578 —186,337 —23,444 —314,886 
~~ 4933 232,064 569,282 98,518 899,864 
Birmingham ....... 1932 256,074 932,638 145,782 1,334,494 
Diff —24,010 —363,356 —47,264 —434,630 
os 1933 220,219 633,313 213,035 1,117,476 
Richmond ......... 1932 186,200 758,628 254,304 1,258,578 
Diff +34,019 —125,315 —41,269 —141,102 
1933 269,206 685,342 224,504 1,179,052 
DE sha Scpaievers 1932 329,896 1,038,856 289,576 1,658,328 
Diff —60,690 —353,514 —65,072 —479,276 
7 . 1933 259,154 785,162 451,570 1,495,886 
MBUROD: 6.2060 55> 1932 333,746 1,004,864 478,926 1,817,536 
Diff —74,592 —219,702 —27,356 —321,650 
an 1933 217,646 435,385 172,900 825,931 
Des Moines ........ 1932 352,765 570,181 184,009 1,106,955 
. Diff —135,119 —134,796 —11,109 —281,024 
1933 12,686,750 33,808,242 12,048,478 61,310,482 
ee 1932 16,348,343 45,334,844 14,316,621 80,109,727 
—3,661,593 —11,526,602 —2,268,143 —18,799,245 


New York Evening Post. 


Indianapolis Club 
Takes Out Charter 


In order to put its affairs on the 
soundest legal and financial basis, 
Advertising Club of Indianapolis, 
Ind., has incorporated. Officers and 
directors of the club are named as 
incorporators, including: 

Cc. M. Bryan, General Outdoor Ad- 
vertising Company, president; Carl 
Patterson, Indianapolis Engraving 
Company, vice-president; Roland 
Schmedel, Indianapolis News, secre- 
tary; Leroy C. Breunig, H. L. Do- 
herty & Co., treasurer, and Russell 
C. Rottger, Indiana Bell Telephone 
Company; Frank T. Carroll, Indian- 
apolis News; Albert O. Evans, In- 
dianapolis Commercial; Arthur Over- 
bay, Typographic Service; Paul Zart- 
man, Indiana Bell Telephone Com- 
pany, and Floyd Hassler, Smith-Hass- 
ler-Sturm, directors. 


Gridley Dairy Radio 
Show in Ballroom 


Gridley Dairy Company, Milwau- 
Fee, is now presenting its weekly pro- 
gram over WTMJ by remote control 
from a local ballroom, to which lis- 
teners are admitted without charge. 

In addition, listeners who care to 
come a half-hour early may witness 
a complete rehearsal of the program. 


Legislators Object 


to Hawaiian Copy 


Scenes depicting the progress of 
industry, education and government 
will be substituted for hula girls and 
scantily clad bathers in Hawaiian 
tourist advertising if recommenda- 
tions made by the Hawaii legislative 
commission are enacted. 

The various forms of nudity cir- 
culated give a misleading picture of 
Hawaiian life, the legislators declare. 


Britain Seeks to 


Dominate Air Travel 


Imperial Airway, British commer- 
cial aviation company, has. an- 
nounced it will start regular trans- 
atlantic air service within three 
years and will establish a line around 
the world in the not distant future. 

The company has established its 
European lines on a highly profitable 
basis by consistently advertising spe- 
cial tours and round-trip excursions. 


Willard Hotel Appoints 


Romer Advertising Service, Wash- 
ington, D. C., has been appointed by 
the Willard Hotel, Washington, Mc- 
Millan Palmieri being the account 
executive. Newspapers, magazines 
and direct mail will be used. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


OFFICES FOR RENT 


Advertising Agency has two beauti- 
fully furnished offices; switchboard, 
eception room service, $35.$40. Room 
710, 25 West 43rd Street, New York 
City. 


POSITIONS WANTED 


ADVERTISING and Sales Promo- 
tion Manager, experienced in house- 
hold appliance, paint and automotive 
fields, seeks connection. Excellent 
writer, originator of sales building 
ideas. Good contact man, American, 
married, Mason. Locate anywhere. 


O. B. Capelle, 3703 Randolph Road, 


Cleveland Heights, Ohio. 


McGRAW-HILL TRAINED in | 


makeup, space selling, 
ence, copy writing, promotion, and 
research. Have saved many THOU- 
SANDS of DOLLARS in makeup, 
production reorganizations and in 
frugal purchases of Art Work, En- 
gravings, Paper and Printing. Also 
newspaper experience. College edu- 
cated. Age 30. Desires overtures 
with publisher, agency or advertiser 


correspond. | 


with whom such services would | 


prove of mutual advantage. Write 
ADVERTISING AGE, Box 282, New York. 


An Outstanding Experience is avail- 


able to some printing establishment | 


which can use an exceptionally cap- 
able manager, organizer, estimator 
and skilled craftsman who has suc- 
cessfully managed plants doing a 
large annual business—or to an 
advertising agency which can profit 


by a practical, widely diversified and | 


intelligent knowledge of printing in 
its production department. Age 45, 
Christian, married, best of health. 
Excellent references. Will go any- 
where and take any job that leads 
upwards. Address J. C. H., 
Hobart Ave., Detroit. 


MARKETING & RESEARCH free- 


lance offers services on part or full 
time basis. Unusually well equipped 
to handle manufacturers’ and agency 
marketing and research problems. 
Especially conversant with Chicago 
territory. Box 281, ADVERTISING AGE, 
Chicago. 

WANTED — Editorial position, 
know how and what to write. Versa- 
tile, tactful, energetic, dependable. 
Fifteen years’ editorial experience. 
Fine record. Assimilate trade con- 
ditions quickly. Clever at page 
makeup. Address Box 280, ADVERTIs- 
ING AGE, Chicago. 


YOUNG MAN desires agency con- 
nection in production or art dept. 
Good visualizer and layout man on 
magazine, newspaper, direct mail. 
Age 30. Competent on finished work. 
Will go anywhere. Salary secondary. 
Box 277, ADVERTISING AGE, Chicago. 


5804 


YOUNG MAN 21, Christian. Three | 


and one-half years New York agency 
experience; radio advertising; two 
years newspaper reporting. Unem- 
ployed. Will take anything offering 
opportunity for advancement. Box 
279, ADVERTISING AGE, Chicago. 


HAVE AN EXPERT write your 
“strip” ads. Five years experience 
writing syndicated strips that run in 
100 cities. Understand strip tech- 
nique that good copywriters miss. 
Fertile with ideas. Agency experi- 
ence. Box 278, ADVERTISING AGE, 
Chicago. 


DRUG FIELD—Young man expe- 
rienced with jobber and large cos- 
metic manufacturer; wide sales and 
advertising background; covered job- 
bers, chains, department stores; sales 
position wanted. Address Room 910, 
5 West 63rd St., New York. 


ADVERTISING SALESMAN — ex- 
cellent record on New York daily— 
experienced national, local and classi- 
fied. Can build up losing classifica- 
tions. Has ideas and can work them. 
Available immediately. Box 
ADVERTISING AGE, Chicago. 
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ADVERTISING AGE 15 


-INDISPENSABLE! 


= 
’ 


—Say these agency executives 


Advertising agency men who have learned how to use 
the Market Data Book have found it practically indis- 
pensable, because it gives them quickly and conveniently 


information it would otherwise require hours to look up. 


Statistical and marketing data on all business fields, 
together with information on all business publications, 
enable the research man, account executive or space 
buyer to see quickly sales opportunities and advertising 
facilities available in any trade or industrial field. Nearly 
100 different fields are covered in the new 1933 edition, 


now ready for delivery. 


“Very helpful,” is the way the Market Data Book is 
described by Robert E. Grove, vice-president of Ketchum, 
MacLeod @ Grove, Inc., who adds, “Through it we have 
located publications not listed in other sources of infor- 


mation.” 


“It enabled us,” said J. S. Barrows, manager of the 
Denver office of McCann-Erickson, Inc., “to give a client 
some badly needed information, which we could not have 


obtained from any other material in this office.” 


1 classi- | 


assifica- 


k them. 
x 283, 


“It’s a necessary part of any advertising agency,” declared 
Rowe Stewart, president of the Stewart-Jordan Company, 


who added, “It is a very compact and valuable index 


of markets and publications reaching those markets.” 


“T refer to it constantly,” is the succinct verdict of William 
J. Staab, space buyer for Fuller @® Smith © Ross, Inc., 
who employs it in preparing recommendations and reports 
for trade and industrial advertising. And he adds, “I find 
it very valuable in securing a quick picture of a given 
market and in securing a basis on which to judge a 


trade or technical publication’s coverage of the market.” 


The Market Data Book is in use by thousands of sales 
and advertising executives of manufacturers, as well as 
alert agency men. If you need information in planning 
either sales or advertising, the Market Data Book was: 


meant for you. Use the coupon and get your free copy. 


CUT HERE — CUT HERE — CUT HERE — CUT HERE — CUT HERE — CUT HERE — 


CLASS AND INDUSTRIAL MARKETING, 
537 S. Dearborn Street, Chicago 


I am sending you herewith $2 (cash, check or money-order) for which 
send me Class & Industrial Marketing for one year, and a free postpaid 
copy of the new 1933 edition of the Market Data Book. 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


DEMONSTRATES AND ADVERTISES 
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SCOOPS AIR ine 
CAR. WARM 
WEATHER 


REMOVES — 
SMOKE AND 
USED AIR 


“conorrons WATCH wz RIBBON INDICATO CAN BE 


RS INDIVIDUALLY 
j Bw ne ee  Canens emt repe car heey of Reva come ambled concing sraper venvintins = 
AR m CAR mewn oN pate og maa mae: wedge PR Sow ohn She ef Se CONTROLLED 


poe cot rable seantation os 
BRA Fake Ne ce (CV. Viton eee od deter hy oret Fata Ne Ohett CY Ventaten, ome thet baer 
me a 


latie 


«veg FISHER NO, ORAFT LCV. VENTILATION 


ee om Be eee wee pape —eenteter 9 pr oer ae ‘Sy 
by se Rowing creme waeiihathd Minne tebitale dibame BY Ae we scccped ite beady © greet chee when dened < 
CT VERTILATION - - FURLRIBBALLY CORTROLLEDS 4 


% 
EST ATURE STORE OL ae 
easts wweTeaTue RS rR 
Astime wiS SOW 


\e 


ALL-YEAR CLUB OF SOUTHERN CALIFORNIA IS TWELVE YEARS OLD 1) ‘ 


eet, 
EPs 9: 


girs she 


ely reg te 
a aay j Y i is. . a 
z > } : 2% 


In typical Los Angeles style, the twelfth birthday of the California tourist organization was celebrated 
with this gala luncheon of Advertising Club of Los Angeles. The Los Angeles Philharmonic orchestra 
of 90 pieces, Spanish entertainers, and Wheeler and Woolsey of movie fame provided the entertainment 


ONE OF THREE MAKES ELABORATE DISPLAY CASE 


Eight distinct mechanical movements demonstrate the operation of 
the new Fisher bodies in this window display which is being dis- 
tributed among General Motors dealers. An electric fan creates 
an air current proportionate to that produced by a car hitting 40, 
and the direction and intensity of the currents are shown by moving 
ribbons. Flashing transparencies below the car describe each action 
as it takes place, and while a complete cycle requires 75 seconds, a 
count of 562 observers has shown the average time spent in watching 
the display to be 724 minutes. The display was created and pro- 
duced by Animated Advertising eien, Inc., Detroit. 


USES TRAVELING OFFICE 


| 
j 


George A. Hughes, president, Edison General Electric Appliance 
pany, uses a "land yacht" to travel about the country. He is 
shown, at right, dictating in his traveling office. 
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Bar-Mor Corporation, Cleveland, has developed this and other sim- | 
ilar display cabinets for use by national advertisers in hotel lobbies, | 
bus terminals, stations, etc. It contains numerous compartments in 
which actual merchandise can be displayed, as well as pockets for | 

folders and literature, and a lantern slide mechanism. 


This painting by Rolf Armstrong 
is one of the three girl subjects by 
famous artists comprising the sum 
total of art work to be used through- 
out the 1933 Hires root beer cam- 
paign in newspapers, magazines, 
and on posters. Mark O'Dea & Co., 


MAKES BOOK ADVERTISING UNIQUE 


New York, is in charge. 


I ASKED FOR A MIRACLE a 
AND LO! HERE IT IS 


—J. L. HUDSON e 0. 


—_. — SANE SEX LIFE 
| \ ae 8 FR ss and SANE SEX LIVING 


By Dr. W. H. Long 


t tells the important and essential facts about 
relationship 


| be rendered to any member of 

of which this Louk was written than the 
It is a thoroughly scientific treatment of 
yte been treated in a merely 


Branch Shop: 346 N. Michigan Avenue 


Argus Book Shop, Chicago, published a special eight-page news- 


March outdoor poster for Kelvinator Corporation, which is one unit in the company's largest cam- 


paign, now about to be launched. 


paper in which all editorial and advertising material was devoted 
to books. Above is a typical advertisement from the publication, 
entirely different from the usual book copy. 
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